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Sentiment — | 
the greatest merchandising imp ulse” 
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the Hi U © T ¢ iL U B leads the field 


“Hunt Club” — that newest Gorham inspiration in 
Sterling — is meeting with instantaneous success 
throughout the entire country. 
The rare beauty of this new pattern, its novel and 
forceful presentation, and the colorful, vital advertis- 
ing campaign which has introduced it—all combine 
to make the “Hunt Club” the most profitable Sterling 
pattern for jewelers to push. 
The “Hunt Club” display has distinguished the win- 
dows of the jewelry stores in which it appears. This 
display is bringing in the early Christmas shoppers and 
is causing hundreds of vacillating buyers to decide in 
its favor. 
You would be wise to magnetize your windows with 
this display—to feature the “Hunt Club.” For the 
wide acceptance of this beautiful new pattern is 
unprecedented in Sterling history. 
Brides, shoppers—women everywhere—are buying the 
“Hunt Club.” Be sure to give it prominent display ani 
get your share of sales. 


THE GORHAM COMPANY 
Providenee. R. I. 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 
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Just before the big presses are run, the 
editor gets his stone proofs. He has three 
J BUSINESS pencils, one blue, one green and one red. He 
OPINION _ checks every editorial page in blue for Busi- 
ness Opinion, in green for Buying Facts and 
in red for Sales Energy. If the book balances 
vv BUYING opinion one part, statement of fact three 
FACT parts and sales energy six parts, then it is a 
well-balanced book and ready for the run. 
ELLIN You as a subscriber may check, double check 
VV Vv pple and triple check with one pencil and see for 
yourself if the new Jewelers’ Circular clicks 

as an energetic co-partner in your store. 
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} New Impulses in 
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Stimulating Profitable Merchandising 





Have You, Mr. Retail Jeweler, 


planned your Christmas campaign with a new viewpoint, with re- 
newed energy and with a determination to make your holiday busi- 
ness a big success? If you haven’t, the time to do so is now—this 
minute—as you read this. For there is still time to get in step with 
the leaders of the industry and cash in on the Christmas business 
that is on the way. 


The enthusiastic, energetic merchant who will put 100 per cent 
effort into his sales promotion plans; who will exercise his ability 
as a buyer; who will study (as he never has done before), the trend 
in demand of his possible customers and see to it that he has what 
they need—this man has a great opportunity to change the whole 
aspects of his business story for the year 1930. Most of the readers 
of these lines will, in the next four or five weeks, enjoy business 
amounting to from one-fourth to one-third of the sales of their 
entire year. Their harvest time is before them and if they take 
advantage of the opportunities which are opening, they can, in the 
next month, make up in large part, their losses early in the year. 





we 
| The experience of the jewelry trade for the last half century has 
05 7 , Bopeayys 
proved that “there 1s a Santa Claus’; that in good times and bad, 
rb the holiday and Christmas spirit that pervades throughout the United 
0 States produces gift buying everywhere and on a scale that increases 
‘ as the years go on. Christmas presents will be bought (in fact, are 
4 already being bought or arranged for) in every part of the country. 
ste The Christmas gift trade is coming and in large amounts. The 
a question is, will you, Mr. Reader, get your share of this business? 
The progressive, energetic and far-seeing merchant will get it, but 
iF not by following the lines that have been pursued by the retail jewel- 


ers in the last decade, but by taking a leaf out of the methods of the 
most progressive merchants of every industry now fighting for this 
gift business; by having a stock that will appeal to the Christmas 
Yo gift buyer, and above all, by constructive and up-to-date methods in 
merchandising and advertising that will let the buyer know why, 
















aA? 
what and where he should purchase. 
pa This issue of THE JEWELERS’ CiRCULAR has been planned and 
developed upon lines that we hope will meet the needs of our readers 
rol in the way of suggestions to themselves and the education of their 
ng help. Whether the retailer’s store be big or little; whether he does 
3.0 


business on cash or installments; whether his 
customers demand the finest or the most 
popular-priced merchandise, there should be 
something between the covers of the present 
number that will enable him to improve and 
develop his Christmas trade in a way that will 
add to his profits and his prestige. 
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Helping Santa Claus 









Susan Jolly says: 


“It’s great fun to sell 







4 gifts at Christmas time 
omy and on Christmas 
Fe 5 ee _. morning | always have 
“e*2-5">" ~ a happy feeling, and 






it’s the real part of my Christmas to think 
and know of the many girls | have indirectly 
helped to make happy that very morning. 
It is a genuine pleasure to think what 
this one said when she opened her watch 
or that one her pin, and another one her 
ring. It is not only self satisfying, but it is 
very profitable, as the boys always come 
back. The motto of every Christmas sales- 
man should be, ‘Aim to please “her” as her 
gratification will please “him”.’ Of course 
the amount to be spent on a gift must be 
taken into consideration. It is our policy 
to sell every boy who visits our store the 
very best we have for the amount he 
wants to spend. I never run up a boy on 
his price. It can very easily be done but, 
if done, he won’t come back. Whether it 
is five dollars or fifty dollars | try to find 
something | would be proud to have and 
wear myself. | always ask myself if | 
would like to have it. If something says 
‘no’ then | try to find something else. 
Many people would say that is poor sales- 
manship, but | don’t believe it.” 
































Susan Jolly, of Jolly’s Inc., Raleigh, 
N. C., knows what makes other 
girls happy at Christmas time and 
when HE comes in for a gift for 
HER everybody is happy. 
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The Christmas Trade 


in the jewelry business, bringing the largest volume of 
sales of any period of the year, is essentially a purchase of 
gifts. The salesman’s job is to determine as definitely 
as possible the type of gift that is going to be acceptable 
when “he” or “she” selects the “one gift’? of the season. 
Because of the failure of a salesman to use some intui- 
tion, to ask a few questions, to visualize in some degree 
the girl who is going to receive the gift, many a girl has 
waked up Christmas morning disappointed—not because 
she was forgotten, or because the gift was not intrinsically 
valuable enough, but because of the fact that thoroughly 
impressed itself upon her, that there was very little 
thought given to the selection of her gift. Such a situa- 
tion reacts badly on the merchant because the purchase: 
often finds out that his or her gift was not acceptable, and 
the donor and the recipient both get a bad opinion of the 
store from which the gift was purchased. 

Last year a day or two before Christmas, a young 
woman that I had never seen before came into our store. 
She was pathetic. She opened a box and asked if there 
was anything I would exchange for her gift which had 
been sent from out of town. It was poorly selected—a 
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Make Others Happy 


By SUSAN JOLLY 


piece of jewelry that was out of date and that she had 
no use for. Some salesman had deftly “put off” an old 
piece of stock and had completely ruined this girl’s Christ- 
mas. 

To help Santa Claus to make others happy, we try to 
never let an incident similar to the one above occur. We 
make a conscious effort to have our customers select gifts 
which girls will treasure and be proud to use. To do 
this, it is important to remember that it is not so much 
the cost of a gift as the taste with which it is selected. 
The person receiving the gift instead of the purchaser 
must be kept before your mind if you are to sell a really 
successful gift. 

To many girls, “Christmas” means the gift—‘the one 
gift.” It is to help make these girls happy that I spend 
many hours in December. When a boy comes in to buy 
“his gift” I think not of the boy, but of the girl. The 
success of her Christmas depends on his selection. It so 
happens in our business that we know a good many of 
our clientele and in many cases I know whom the gift is 


(Turn to page 109) 


An early appeal for Christmas 
business at Jolly’s, Inc. 









































This Trading Area 
Belongs to Me 






An individual appeal 


by direct mail late in November, and a telephone call to 
established customers are the Christmas sales promotion 
methods used by Harry A. Silberstein, jeweler at the 
corner of 83rd St. and Broadway, New York. Likening 
his position to that of the jeweler in the smaller cities 
and towns, Mr. Silberstein says: 

“The residential sections of any large metropolis are 
divided into districts analogous to a group of small com- 
munities and in our selling plans we make very much the 
same appeal as might a jeweler situated in one of those 
communities. 





























“We have mapped out our little town or territory 
within the city of New York as extending from West 
72nd St. to West 110th St., and from Riverside Drive 
to Central Park West. ‘This area contains roughly 
speaking about 50,000 people of the type to which we 
cater, and we reach them by means of a direct mail sales 
letter. 


“In planning our Christmas advertising,’ Mr. Silber- 
stein continues, “there are several considerations which 
must be taken into account. First of all, advertising 
should be supplementary to a carefully planned and defi- 
nite merchandising policy. Our method of buying is to 
stock a minimum quantity of each item, replenishing our 
supply as frequently as necessary. This gives us the 
widest possible variety of merchandise with a given value 
of inventory, and helps us to avoid the accumulation of 
dead stock which is the millstone around the neck of so 
many jewelers. Supporting this buying policy is our 
Christmas advertising plan, which provides for a letter to 
be sent out before Thanksgiving encouraging early shop- 
ping. Early sales enable us to replenish our stock in time 
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for the last minute rush and to avoid running short of the 
season’s favorite items. 

“In assembling our mailing list, we devote our atten- 
tion to streets and apartment houses, disregarding indi- 
viduals. By this I mean that names are added as a result 
of periodical trips through the neighborhood. I am more 
or less familiar with the addresses of our various cus- 
tomers, and when I see a large apartment house, the 
tenants of which have not been giving us their quota of 
business, I obtain from the superintendent or agent the 
names of the occupants and they are added to our list. 

“The results obtained from this method are very grati- 
fying and not infrequently new customers come into the 
store and refer to the letter. Many of our customers 
contacted originally in this manner live only a short 
distance away from the store, but most of them possessing 
automobiles seldom travel on foot and were unaware of 
our existence. 

“Our letter stresses primarily the advantage of trading 
in one’s neighborhood store. ‘The letterhead itself em- 
phasizes our convenient address and also lists the stand- 
ard lines in stock. A letter similar to those used by us 
in the past follows: 

“My dear Mrs.———-: 

“Do you remember Fifth Avenue last De- 
cember? The jam in the shops was just as 
bad as that on the street—and it took you so 
long to be waited on that you hadn’t the energy 
to insist on getting just what you wanted, so 
that all together you weren’t very happy about 
your Christmas shopping. 

“Do you know that practically everything you 
want to buy this year is waiting for you just 
around the corner? Drop in to see us, get 
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Let the Rest of the World 


Harry A. Silberstein has se- 


area in New York to which 
he devotes his sales efforts. 


Go Buy—Elsewhere lected a definite trading 


acquainted with us and with what we have to 
offer. Whether it is a small piece of silver for 
five dollars, a watch for fifty dollars, or a more 
expensive piece of diamond jewelry—whether 
it is an onyx ash try or an article of more per- 
sonal nature, we are ready to suggest it, to supply 
it and to guarantee its quality and value. To 
repeat a hackneyed phrase that cannot be im- 
proved, ‘come early and avoid the rush.’ 

“With neighborly greetings and pleasant an- 
ticipation of an early visit, 

Sincerely yours,” 


dd 

Ou: customers are 
members of the middle class and receive a great amount 
of advertising matter in their mail. To overcome this 
difficulty, we attempt to make our letters appear as nearly 
as possible like regular business correspondence. ‘Type- 
writer type is always used. The overall cost of such a 
campaign amounts to about five cents per mailing piece. 

“The letter is sent to only non-customers. In addi- 
tion we make a list of our customers of last Christmas 
and during the first 10 days of December we try to 
reach as many as possible by telephone, to insure their 
returning to us year after year. Most of them are glad 
to hear from us, and we get excellent results. 

“After getting the customer in the store the problem 
of making the sale still remains. Our experience has been 
that the matter of price should be left out of discussion 
as far as possible, and when it must be spoken of, the best 
treatment is to demonstrate not that it is low, but that 
it is no higher than in any other shop carrying an equally 
high grade line. Concentrate your argument on quality 
and the average customer will pay your price.” 
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ETRE MET one ree 


Old Veteran Says: “Very seldom 


does a customer come in and ask 
pointblank for your finest things. 
Heaven knows he won’t buy them 
if you don’t show them—and show 
them with the affection that a real 


salesman’ feels towards 
jewelry.” 


fine 
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by 

MURRAY 
C. 

FRENCH 


As he entered 


Don Patty’s jewelry store the Old Veteran’s cheery 
greeting died on his lips. 

“I’ve been robbed!” Patty announced grimly, his coun- 
tenance in dull contrast to the gay Christmas decorations. 

“Robbed! You don’t say!” the Old Veteran gasped. 

“Robbed! An inside job! About an hour ago a pros- 
perous looking gentleman came in. I was busy at the 
moment and Ernest waited on him. Sold him a watch for 
his daughter’s Christmas. Cash. Fifty dollars. 

“T happened to be up front as the man went out and 
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‘PBET TER JEWELRY ? 








YES !—WHEN LOVE, HONOR AND 
ENTHUSIASM ARE USED IN SELLING 


he spoke to me. Said he hoped his purchase would please 
his daughter ; she liked nice things. 

“Then he mentioned he hadn’t expected to find a watch 
good enough for less than $100 or so, but the salesman 
assured him this $50 one would be a gift of which ‘any 
girl would be proud. 

“Well, sir, Old Vet, before I could collect my senses 
the fellow was gone. And there I stood—robbed out of 
$50 worth of business! He would have been glad to pay 
more if . . . oh, I don’t know! 


dd 
Didn't Ernest come up 
and give himself a big pat on the back about that sale! 
Said the fellow found all kinds of fault with that watch, 
but he talked him into it anyway. 

“T asked why he didn’t make an effort on higher-priced 
watches and he said with a wise look, ‘He didn’t ask for 
them and I wasn’t going to risk spoiling the sale that 
way. 

“Yes, sir, Old Vet, he thought he was talking the cus- 
tomer up and he was really talking him down. 

“Seems funny that I personally sell most of the real 
expensive things that go out of this store. I can’t wait on 
all the customers myself, and if I waited till people came 
in and asked definitely for me to hand out this and that 
high-priced item, I’d have a long, long, lonesome wait. 
They’ve got to be sold.” 

“H’m, serious business,” said the Old Veteran. “You 
blame the young man, but I—I blame you, Don Patty. 
When have you ever taken the trouble to give him a real 
picture of the art of selling fine jewelry? You mustn't 
expect him to grasp it all by intuition. That takes too 
long. I'll talk to him a minute myself.” 

So the Old Veteran took Ernest Dorsey into the back 
room and sketched a few fundamentals of jewelry sell- 
ing, especially in reference to the Christmas season. 

“In the first place,” he began, ‘remember most of the 
customers who are ‘just looking around’ at Christmas 
time are really ‘looking around’ partly for merchandise, 
but mainly hoping to find a salesman who is interested 
in, and capable of, giving them intelligent help. They 
are polite enough not to say it that way. 

“So when I was selling I always tried to have some- 
thing on the tips of my fingers to show Christmas shop- 
pers who were at their wits’ end. In slack moments | 
would pick out, in my mind, presents for various types of 
people—and sure enough customers would come in won- 
dering what to give just such people. They thought my 
appropriate selections showed quick thinking; it was pre- 
thinking. 
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“Your boss has a clever way of helping customers. 
I’very time he completes the sale of a gift he always has 
an easy manner of showing something else she ‘might 
like for herself some time.’ Before the day is over that 
woman’s husband gets a ’phone call telling exactly what 
his wife wants for Christmas. It helps the husband, helps 
the wife, helps the store. 

“T’ve seen him do the same thing at the repair counter. 
It seems almost accidental the way he shows up with 
something interesting in his hand just as the repair con- 
versation is ended. 

“Everyone everywhere wants a gift. Someone some- 
where wants to give that person a gift. If you can find 
out what the one wants and who the other is, the sale is 


half made. 


“Do you realize, Ernest, that December’s business is 
nearly one-third of the year’s total. And almost every 
purchase is a gift. Therefore, a proper appreciation of 
what a gift really is should be burned into every jewelry 
salesman’s heart. 

“Gifts are primarily mementos of friendship. The 
charm of friendship lies in its permanence and constancy. 
That is why jewelry is the ideal gift; why good jewelry 
with its lasting qualities should be given rather than cheap 
jewelry, sparkling today, discarded tomorrow. 


dd 
"Hie gifts of today 


are the heirlooms of tomorrow. They should bear the 
marks of distinction and quality that will forever reflect 
the giver’s good taste and affection. 


‘““There’s a romance in every gift, even deeper than the 
customer may realize when he enters the door. If down 
in your heart you believe what I have said you can pre- 
vent many a sale from walking out; you can make many 
a customer glad to pay more than he intended.” 

“Did you say glad to pay more?” young Dorsey in- 
quired suspiciously. 

“Indeed I did!’ the Old Veteran asserted. 
is the goal of jewelry salesmanship. 

“Suppose a man rushes in to buy a little gift for his 
sister. Like all men, he’s fond of her, but buying her 
Christmas present is a boresome annual job. He gets no 
thrill out of it. The quicker the better. Let’s make 
him see the romance in that gift. 

“He doesn’t know what he wants and you are trying 
to pin him down to a necklace which costs more than he 
usually pays. You might say, ‘Of course you could send 
her a book, or flowers, or stationery at much less expense. 


(Turn to page 111) 


“And that 





Price is not a serious factor when 
affection and sentiment are to be ex- 
pressed in a gift— show expensive 
watches to increase sales volume. 


Evening watches for my lady of fashion grow smaller 
as the social season advances and the new baguette types 
are luxurious in the extreme. All are exquisitely delicate 
in design and are so daintily fabricated that one wonders 
at their ability to keep time. The supporting bracelets 
are gem studded of fine platinum. Diamonds predomi- 
nate in both the watches and bracelets, but colored gems 
are sometimes used to give contrast. 


Suggest for Him or Her 


One manufacturer offers his loveliest evening creations 
on a delicate black cord, giving contrast to the flashing 
white of the diamond studded watches and carrying out 
the mode of the moment in black and white. Another 
gem encrusted creation shows the use of baguettes in the 
watch and clasp of the bracelet. Sport and street watches 
are more massive in design and construction but are in 
good taste. 
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Men’s wrist watches for sport and business wear do 
not show as much of a tendency to style change as do 
the more elaborate ones for women, but many smart de- 
Signs are being displayed for the holiday trade. The idea 
advocated in a resolution adopted at the recent conven- 
tion of the A. N. R. J. A. of urging the sale of a pocket 
and wrist watch for every man has much merit. Some of 
these sets are now on the market. Many of the best 
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Men demand practical gifts that are en- 
during through the years—Sell a good 
watch and win a perman:nt customer 
for your business. 


dressed men wear both a pocket and wrist watch. Strap 
watches and those with metal attachments vie for favor. 
The new strap watches are being shown in a variety of 
colored leather straps and in some instances the color of 
the strap selected is reflected in a touch of color on the 
watch case. The oblong case design is popular just at 
present and the tendency toward a greater variety of 
interesting metal watch attachments for men is noted 











Photos by Courtesy of the Sterling Silversmiths’ Guild of America 


Selling Gift Silver 


Here are four display 


Fashion in decorating the Christmas dinner table and 
the types of silver and glassware used have wrought ex- 
tensive changes in the Christmas dinner service since 
those distant days when Ye Yule Log was brought in to 
shed its warmth and cozy cheer over the family group 
around the groaning table. 

“How to decorate the Christmas Table’ is a subject 
which offers a real holiday opportunity to the enterpris- 
ing retail jeweler. Of course it goes without saying that 
the jeweler will promote gifts for personal and home 
adornment and use, but in the featuring of silverware 
to strike the right Christmas note care must be taken. 

A complete set of dining room furniture may be used 
and the table and buffet shown properly arranged. Silvery 
stars and tinsel to festoon the table will help to carry 
out the holiday air and blend beautifully with the glisten- 
ing silver and sparkling glassware. Red candles on the 
table and buffet will give an added touch. 
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From Set | ables 


Suggestions you Can use 


When the Christmas feast is spread and the holiday 
spirit at its highest the proud hostess views her table, 
with its correct appointments, and is happy. She is aware 
that the result of her work expresses her personality and 
is glad that her silver and glassware are in keeping with 
the dictates of correct usage. 

She knows that there are many details that will be 
noted by her guests and that they will appreciate the 
harmony and good taste evidenced in her accomplishment. 
She has been careful that her silverware blends with the 
decorative scheme of the dining room and the period 
design of the furniture. 

There is opportunity for the jeweler to do real mission- 
ary work in selling silver and glassware. When a new 
home is built impress upon the owner the idea that his 
silverware should be in keeping with the style of archi- 
tecture. Carry this idea to the lady of the house and if 
she is a smart moderne she will need little urging to 
adopt your suggestion. 


\w 
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The Christmas dollars will start rolling 
early—Keep an open door so your share 
rolls in and not by. 





Four little Jack Horners got out of their corners, 
To cut in on the big Christmas pie. 

Twill help you to know how they made their sales grow, 

And they here tell you just how and why. 


dd 
Dingle items with descriptions 
and prices are the best ads. at Christmas,” declares Ray- 
mond Gregg, advertising manager of Charles Mayer & 
Co., Indiana’s oldest retail store and largest and finest 
gift store. 

“Our heavy advertising begins Nov. 1,” said Mr. 
Gregg, “but the heaviest or full-page not until the middle 
of November. With us, the unusual things and the nov- 
elties move better at Christmas, and our ads. stress nov- 
elties for gifts. Our experience is that item ads. with 
prices have a direct pull and bring definite sales. 

“The Indianapolis public has been so thoroughly edu- 
cated as to the advantage of early Christmas buying— 
through the special Shop Early Campaign each year— 
that there is a noticeable drop in business the last two 
days before Christmas. But that does not mean that we 
stop advertising noticeably. There is a special class to 
which to appeal—the late shopper. That is seemingly the 
chosen or enforced time to shop of the tired, harassed busi- 















JEWELERS TO GET 


How Four Merchants of Indianapolis 






ness man who has put off his buying until the last minute, 
and he is generally a big spender. 

“In our page ads., which include mention of merchan- 
dise carried at our new branch store opened last year in 
the north-side residence district, we also stress items with 
prices.” 

While Mayer’s strives to simplify the big spenders’ 
Christmas problems, the firm has them in mind the day 
after Christmas with the suggestion that “Christmas gift 
money may be used to advantage in the purchase of dis- 
tinctive jewelry.” . 





For half a century Julius C. Walk & Son was Mayer's 
neighbor on Washington St. (or National Road). But 
now the firm is installed in its splendid new home, 53 
Monument Pl. But its 1929 ad. is still illustrative of 
several things pertaining to its business: the firm’s con- 
servatism, originality in the wording and make-up of its 
ads., “quality” merchandise carried, and the Walk adver- 
tising policy, which latter the president, Carl F. Walk, 
son of the founder, expresses thus: 

“I believe in advertising one article or at most several 
definite articles with price, just as another merchant ad- 
vertises a hat for $5.98, and next day two hundred wo- 
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Cut in on the Christmas Dollar 


men will probably attend that store’s sale and ask for 
$5.98 hats. Why shouldn’t jewelers’ merchandise be 
handled the same way? ‘There is altogether too much 
generality in advertising our merchandise instead of stress- 
ing definite items. I am in favor of the kind of advertising 
represented by an advertisement, showing three definite 
items, plainly priced. We will sell quicker and with less 
overhead expense when we all advertise specific merchan- 
dise with price. 


A brooch was put in 
because we wanted to interest the man or woman who 
was seeking such a thing. A pendant watch was put in 
because we wanted to interest the person seeking such a 
watch; and similarly regarding the diamond and plati- 
num necklace. 

“We all realize that there is need of educating the pub- 
lic in regard to buying our merchandise the same as it 
does other trades’ merchandise.” 

Curiously enough, the majority of customers, according 
to Mr. Walk, resent a jewelry clerk asking how much 
do they want to pay. “It is really the most natural ques- 
tion in the world, yet jewelry customers as a rule take 
personal affront. They do not resent it when a hat 
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Put vigor in your Christmas selling plans— 
Telephone, write, advertise—Sell and tell 
the community that gifts from the jewelry 
store have a plus prestige. 


or shoe or suit clerk asks it—or should not resent it.” 

Walk’s will continue to run item advertisements not 
only at Christmas time but throughout the year; not only 
in the hope of making sales but of getting people in the 
habit of stating what priced article they want so that they 
may be better served. 


Rost’s, 25 N. Illinois St., favors stressing “popular- 
priced merchandise in their Christmas advertising,” ac- 
cording to their credit and advertising manager, “for they 
are the best sellers. And not alone around Christmas 
time, but all the year round. We begin increasing our 
advertising about the middle of November, and from 
right after Thanksgiving until Christmas Eve do our 
heaviest advertising. ‘This will run several times heavier 
than the normal amount we do. Besides newspaper ads. 
we have our intensive direct mail advertising to our large 
mailing list.” 

This firm, in addition to its general jewelry business, 
does a large diamond business. 


There are exceptions to all rules. And because the ex- 
ception to be cited as to the merits of Christmas newspa- 
(Turn to page 119) 


















HEAR YE! 
HEAR YE! 


HEAR YE! 


A practical plan to make 
your Christmas advertising 
resultful. Below are 20 head- 
ings from leading jewelry 
Stores. 



































Gifts that endure . . . Gifts that endear. 
- ae We Gifts that can be enjoyed through the years. 

= “a = Sa ope aeonaeee Gifts which carry the prestige of a famous store. 

- am me Which shall it be? A quality gift or a bargain gift? 
Specialized service in gifts. 


Pees 
Gifts that evoke supreme appreciation. 
Gifts of lasting sentiment and enduring value. 
When romance doubles the gift value. 


The store of holiday happiness. 
Everything a Christmas gift should be. 


222 
Gifts to be treasured always. 


Gifts that last . . . and experience that helps you 
choose them. 


For lasting remembrance give jewelry. 
Jewelry, the gift enduring. 
A treasure house of enchanting gifts. 


£22 
Smart gifts that have a serious purpose. 
Gift jewelry, its brilliancy undimmed by the years. 
Gifts of jewelry, but jewelry of reputation. 
Gifts you’re proud to bestow. 
Remember the whole family with gifts that endure. 
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W ovill get the Christmas 


shopping money is not a difficult question to answer, if 
we are to judge from the experiences of past years. 

The store that advertises will have the greatest oppor- 
tunity of attracting the nimble Christmas dollars. There 
will be more intense, competitive advertising programs and 
it remains for the jeweler to make a bid for his rightful 
proportion of old “Bill Dollar.” 

The giver of gifts prefers to have his or her present 
come from the jeweler. It enhances the value of the gift 
in the mind of the receiver and this certainly doesn’t dis- 
appoint the giver. The jeweler starts with a tremendous 
advantage in this race of dollars for gifts. Determine 
the type of advertising program you expect to conduct. 
No one can give long distance advice on this detail. You 
know best your clientele, and the merchandise in which 
they will be interested. Don’t straddle your appeal. If 
you are a popular-price store, direct your advertising to 
this trade. If you cater to a trade in the higher realm of 
wealth, there’s your market. It’s difficult to be fish and 
fowl, although some stores have attempted it. The results 
are usually undigested merchandise, souring in the cases. 

We are in a period of practical planning. Realizing 
that many jewelers are unable to engage the keen minds 
of advertising experts, THE JEWELERS’ CIRCULAR has 
selected from hundreds of Christmas advertisements the 
best copy which we believe will be of greatest assistance. 
In addition, two layouts have been prepared, practicai 
work-sheets which will enable any ambitious jeweler to 
prepare his individual advertising layouts in a professional 
manner. 

Use care and judgment in preparing the advertise- 
ments. Select your most attractive merchandise and fea- 
ture it with description and price. Attempt individuality 
in your layout. 
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more effective. 


Follow these suggestions in 
holiday advertising 

Helpful copy aids 
included in this article are taken 
from fine jewelry advertisements. 
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Here are some appropriate sentences used in Christmas 
advertising copy by various concerns. 


Appropriate suggestions which give Christmas joy to 
both the giver and the receiver. 
Shreve, Crump & Lowe Co. 


£2% 


Our gifts are just about the most wonderful remem- 
brances you can send this Christmas. 
Coleman E. Adler. 


£2f 


Never a Christmas passes without some of the gift 
boxes being opened to disclose a Necklace of Pearls, a 
bracelet gleaming with Diamonds and precious stones, or 
a ring which will be a family treasure from generation to 


generation. Spaulding-Gorham Co., Ine. 


Let your gift be “The everlasting gift’ —jewelry. But 


let it come from an institution that gives jewelry that 
reputation so highly prized and valued. A. & A. Ash. 


£22 


For that certain someone who is hard to please—for 
those of your family who desire and deserve a fine gift of 
jewelry . . . we have precisely what you want. 

Pfeifer Jewelry Co. 
(Turn to page 119) 









Honest and Dishonest 
Auctions 


HE impression created by an edi- 

torial in a recent issue of a jewel- 
ry journal to the effect that an honest 
auction cannot be profitable (to the 
seller, at least), is not borne out by 
the experience of jewelers as a whole. 
Whether an auction is profitable to 
the man who holds it as well as 
whether or not it is honest depends 
entirely upon the character and abil- 
ity of the auctioneer. If some jewel- 
ers have found honest auctions un- 
profitable, this may be due solely to 
the fact that they had not picked the 
proper auctioneer to conduct them or 
that the conditions surrounding them 
were not advantageous. An honest 
auction, honestly conducted, may be 
successful while an auction dishonest- 
ly conducted may prove unprofitable 
to the merchant (if not to the auc- 
tioneer ), as some of our jewelers have 
learned to their sorrow. 

We should bend our energies to 
see that all auctions in the jewelry 
trade are honest auctions and that the 
auctioneer who misrepresents either 
the quality or source of his merchan- 
dise be driven from the field. 

The evil and harm to the industry 
which we credit to auctions today can 
in great part be eliminated by the 
jewelers themselves if they will study 
the character and methods and per- 
sonal history of the auctioneers they 
employ. The dishonest auctioneer 
can not only ruin the jewelry business 
of a neighborhood but he can also 
give a “black eye’ to the reputation 
of even the best firm by the methods 
he employs. 

As an industry, we do not want 
auctions, but if we must have them, 
we should do our best to see that our 
local ordinances and state laws pro- 
vide valid and proper restrictions that 
will permit their being conducted 
only by honest men following honest 
methods—by men whose conduct will 
neither besmirch the reputation of the 
jeweler or take advantage of the ig- 
norance of the public. If, under such 





conditions, the auction cannot prove 
profitable, then it will die out of its 
own accord. 


Stop This Bad Practice 


HOLESALERS or manufac- 

turers and their salesmen who 
have sought to increase business by 
either “padding” orders or sending 
merchandise that had not been or- 
dered are neither helping themselves, 
their customers nor their industry 
as a whole. This practice grew 
to such proportions that special 
resolutions were directed against it 
at the Jewelry Trade Conference 
held in Chicago, last year, two of 
which were accepted by the Federal 
Trade Commission. 

The number of complaints re- 
ceived by THE JEWELERS’ CIRCULAR 
in the past few weeks indicates that 
the practice is again prevalent, but if 
the letters we receive show the reac- 
tion of the retailer to such practice, 
the firms that indulge in it will find 
that they are playing for a Joss in- 
stead of a profit. 


“ 
rT “If business were as bad 
as the pessimists would have 
us believe, how is it that in 
September of this year 
$475,094,394 was paid out 
by American industries in 
dividends? This sum was 
greater than in the same 
month last year when the 
total was $339,391,264. For 
the first nine months of this 
year American companies 
paid out in dividends and in- 
terest $3,631,104,457, com- 
pared with $2,395,278,581 
in the same period last year. 
The first nine months of 
last year were boom times. 
“Savings banks report 
huge increases in deposits 
and depositors.” 








ACROSS THE 











—David A. Morrisey. 
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Fighting the Changes in 
_ Trade Practice Rules 


HE attempt by the Federal 

Trade Commission to make mate- 
rial changes in the jewelry trade prac- 
tice rules promulgated last December 
is meeting with serious opposition in 
the jewelry trade; much more serious 
probably than the Commission had 
any thought of when the changes 
were proposed. 

The action of the Commission, it 
should be stated, does not apply to 
the jewelry trade rules alone, as it is 
said in the neighborhood of 110 trade 
practice codes are affected by the re- 
visions which they contemplate, and 
the commission has received objec- 
tions from many industries to the 
changes suggested. In the jewelry 
trade, however, the opposition is un- 
usually strong, particularly to the re- 
vision of the rules relating to the 
descriptive terms applied to diamonds 
and precious stones, and these objec- 
tions have been the subject of a strong 
and elaborate brief filed by the Good 
and Welfare Committee of the Na- 
tional Jewelers’ Board of ‘Trade, 
which brief has been endorsed by the 
Jewelry Crafts Association, — the 
Jewelers’ Vigilance Committee, the 
American National Retail Jewelers’ 
Association and many other bodies. 

In a word, the objections filed 
take the ground that the revisions 
proposed by the Federal Trade Com- 
mission will put the industry in a 
much worse condition than if no 
trade practice rules had ever been 
adopted, and that they will hinder 
or even make impossible the proper 
prosecution of any complaint before 
the Commission, as they would re- 
quire the intent of the offender to be 
proved in addition to his acts. 

The new rules generally are be- 
lieved to be ambiguous, improper and 
unenforceable, and if they go into 
effect, they may encourage the un- 
scrupulous dealer and manufacturer 
in the use of ambiguous and misrepre- 
sentative terms they would not dare 
employ today. 
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Trade Up—Not Down 


RECENT advertisement of a 

New York department store 
enunciated a principle that the best 
retail jewelers of the country should 
lay before their patrons in every way 
in advertising and sales talks. It 
contains a truth on which the fine 
jewelry business is built. Under the 
head, “Personal Communication to 
Our Readers, Near and Far,” ap- 
peared the following in bold type, oc- 
cupying two full columns: 

CHEAP THINGS ARE— 

CHEAP! 

They cheapen those who 
make them, those who sell 
them, those who buy them. 
They pull down the American 
industry. They lower the 
American standard of living— 
of our homes, our wages, our 
leadership in the world. 

America is prosperous above 
all other countries because it 
has never cheapened its labor, 
its rewards of labor, its higher 
standards of the people, or 
placed restrictions on_ their 
method and comfort of living. 

Trapinc Up Brinocs Pros- 
PERITY. 

Trading up brings better 
things to all the people—better 
wear, better service, better sat- 
isfaction in the long. run. 
Fewer things, but better, bring 
us more happiness. Quality is 
more upbuilding than quantity. 
Cheapness is a delusion unless 
backed with quality. 

It is not often that we have occa- 
sion to hold up a department store as 
an example to jewelers, but in this 
instance the ad of Wanamaker’s 
should serve as an example that 
everyone in our industry might follow 
with profit. 


Strengthen the State 
Associations 


HE program of new bills cover- 
ing tax laws, stamping acts, auc- 
tion regulations and a host of other 
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Help Santa Claus Make 





Editor. 


his a Jewelry Christmas 





subjects which are coming up in the 
legislatures of various States after 
the first of the year, makes the 
strengthening of the State associa- 
tions of the retail jewelers more im- 
portant than it has been for years. 
For these laws emphasize an identity 
of interest of those dealers within cer- 
tain geographical boundaries, that de- 
mand that they work together for 
their own protection. The imaginary 
line that separates the States, one 
from another, becomes a serious re- 


. . . io 
ality when legislation has to be con- 


sidered. 

For his own sake as well as for the 
sake of his brother jewelers and the 
industry at large, every retailer 
should not only belong to his local 
but to his State association as well 
and should do more than simply pay 
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his membership dues. He should at- 
tend its meetings, participate in its 
proceedings and give its officers and 
their committees his full and whole- 
hearted support in all the work they 
are doing to protect his interest. 

The conditions now developing in- 
dicate that there has never been a 
time in our industry when our State 
organizations have more opportuni- 
ties to function for the benefit of 
their members than they will in the 
coming year. Therefore, they should 
be strengthened in every way and 
our most able men put at the helm of 
affairs. Every intelligent jeweler 
should do his part to see that our 
State retail jewelers’ associations are 
strong, efficient and in a position to 
work effectively in the interest of the 
industry. 


PROVEN PROFIT 





Walter Schroeder walked 


into Bunde & Upmeyer’s the other day and saw a grand- 
father’s clock that was just exactly what he wanted 
for a Christmas gift. Going to his friend, William H. 
Upmeyer, he asked: 

“How much for that clock, Billy?” 

“Seven hundred and fifty dollars.” 

“Whew!” said Walter, “how about seven hundred?” 

“This is Bunde & Upmeyer’s,” replied Mr. Upmeyer, 
“and you ought to know we never cut prices.” 

“Well,” said Walter—and the clock was looking bet- 
ter to him every minute—“how about my matching you 
to see whether you or I pay for the odd fifty?” 

“Why, Walter!” he exclaimed, “if I did that, I’d only 
be matching against myself. If I won, the firm would 
simply be getting its price, and if I lost, I’d have to pay the 
firm $50. I tell you what let’s do. We'll match for 
$100. Then, if you win, you'll get the clock for $700, 
and if you lose, you'll have to pay $800. 

“Okeh,” said Mr. Schroeder, who is no less a sports- 
man than Mr. Upmeyer. 

So they matched; Walter lost and paid $800 for the 


clock. 


Kenning customers sold 

on the store is a very important factor in building a 

steadily increasing business, especially around Christmas 
time, says William E. Fitz of Quincy, Mass. 

Long ago he figured that money and time spent on 

keeping old customers good friends was more profitable 

than devoting the major part of the advertising to at- 


tracting new customers. With this end in view the 
policy of the house is to go the limit in the settling of 
complaints, either real or fanciful. 
Ten days after a sale is made, the following letter is 
mailed out: 
“Dear Madam: 


“We appreciate the recent opportunity you gave us 


These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


to serve you. We hope our merchandise will war- 
rant vour future patronage and wish to impress the 


fact that only complete satisfaction will make that 
possible. 

“We sincerely hope that if any fault arises you 
will immediately advise us, as we stand behind our 
merchandise and are always willing to correct any 


legitimate complaints.” 
4d 
Make your store 


have a perpetual Christmas look with new gift ideas fea- 
tured each week,” advises an Indiana jeweler. “It all 
depends on the little touches given to the watches, rings, 





silver and little trinkets on display that causes a casual 
passerby to decide to part with their money.’”’ Women 
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buy a good 90 per cent of all gifts, so if a display has a 
feminine touch, or appeals to the feminine buying instinct 
it will produce the desired results. 


- F. Sipe, Pittsburgh, Pa. 
sends to his customers a folder filled with Christmas gift 
suggestions. The five divisions of merchandise featured 
as practical gift items are: Watches, captioned “Times 


Ss 


<< 
f as 









Have Changed,” “Practical Novelties items appealing to 
men,” “Diamonds, another practical thought,” and timely 
proposal, “What About Your Table Silver?” and items 
listed under “Inexpensive Gifts” priced from $3 to $10. 
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That Get the Money 


A definite bid is made 
for “Your Gift Money” by John M. Roberts & Son Co., 


Pittsburgh, Pa. Very sanely this firm urges: “That 
Christmas check, or shining gold piece was a greeting of 
friendship or of love. Preserve the spirit of the token for 
years by investing it in jewelry of intrinsic beauty and 
value.” A number of diamond items and watches are 
offered as suggestions of the better way of giving gift 
money a definite and durable character. 


Many persons in making 
a cash purchase for $1 or so, never remember what 
store they traded at. To overcome this, J. H. Schein- 
feldt, who operates a credit store in Boston, requires that 
the name and address of every customer—no matter how 
small the sale—be taken with as much care as though a 





$500 credit transaction was being handled. Each Thurs- 
day sees a five-line “Thank You” note sent to all that 
traded in his store the week previous. 


The Oskamp Jewelry Co. 


considered one of the good jewelry stores in Cincinnati, 
is selling merchandise other than that in the regular 
field. 

E. G. Oskamp, the head of the firm said: “A jeweler 
cannot make a living today selling only what he wants 
to sell. He must offer for sale, that which the public 
wants to buy. As I see it, there are now three types 
of successful jewelry establishments; the very high grade 
store that specializes; the jeweler that departmentizes and 
the installment store. Each fills a separate niche in the 
distribution of jewelry. Novelties, unusual and mod- 
erately priced, fit very nicely into the plans of the second 
class mentioned. This has proved profitable to many. 











Miss Black wears a transpar- 
ent black velvet gown which 
enhances the luster of a gor- 
geously matched and graduated 
pearl necklace, bracelet, ear- 
rings and rings, with the ac- 
companying emerald cut dia- 
mond ring, bracelet and hair 
ornament and magnificent dia- 
mond and pearl brooch. 


Courtesy National Jewelers’ Publicity Association 


When She WEARS BLACK 


At the Metropolitan Opera premiere black and white were ac- 
cepted by the smart set and it is safe to say that three-fourths of the 
splendid gowns were one or the other or were combinations of the 
ruling trend. Black velvet wraps were outstanding, some with shaw! 
furs and some without, but in many instances ermine was used. 
For example: one very smart evening costume of black velvet, with 
red shoes, red evening bag and a red handkerchief, was worn by 
Marjorie Howard. Diamonds were the favored gems and for the 
first time in years diadems and tiaras were worn by many of New 
York’s “four hundred.”” Pearl strands and emeralds were also smart 
with the black costumes, especially with the older women. Black 
2vening wraps were noted in many instances and the solid color was 
very often broken with touches of white. 
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When She WEARS WHITE 


On the first night white was chosen by many of the daughters of 
Dame Fashion. One delightful costume in all white satin served as 
a foil for rubies and the color note was carried out in red slippers 
and handkerchief. When she wears white, the fine costume jewelry 
is somewhat heavier than in former seasons. The long drop type of 
necklace is worn with rather large earrings. Diamonds, pearls and 
emeralds were outstanding. The younger set favored diamonds and 
pearls and many of the society girls and not a few older women 
favored white which, it seems, is to be one of the season’s most 
fashionable colors. Young women who chose this color for the 
first night performance were in the majority among the stylishly 
dressed. Sapphires were also seen with some of the white costumes 
and rubies were charming with the white gowns. 


THE JEWELERS’ CIRCULAR 
for December, 1930 


Miss White wears sapphires 
and diamonds with her white 
satin gown. Both cabochon 
and cut stones combine to 
make a necklace, bracelet, ear- 
rings, shoulder clip, brooch and 
ring. The diamond and sap- 
phire hair ornament is new this 
season and is used with either 
a bob or long hair coif. 
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Step into Decem- 

ber keyed up for 

a big selling 
month. It is the 
jewelers harvest 
time. Start the first 
week with a Monday 
window display fea- 
turing turquoise, the 
birthstone of the 
month. 


Red and green 
are the Christ- 
mas colors. Make 
your store reflect the 
holiday spirit. It 
serves to encourage 
buying. The public 
expects it and your 
business demands it. 


Begin your 

Christmas selling 

campaign by 
promoting Christmas 
buying in your ad- 
vertising. Urge early 
shopping in news- 
paper and direct mail 
announcements. 


mond and turquoise 
jewelry in your win- 
dow displays with 
holly wreaths and 
evergreen festooning 
as a background. Use 
a neat placard to 
center attention on 
birthstone jewelry. 


Show some of 
your newest 


Christmas dia- 





paper copy ring 

with the spirit 
of Christmas. Begin 
to increase your space 
and call attention to 
specific offerings. 
Feature diamond 
jewelry and the latest 
baguette watches. 
Show illustrations in 
your appeal. 


9 Make your news- 


Change your 
10 window dis- 

play by add- 
ing more of the 
Christmas atmos- 
phere. Be _ careful 
not to overdo this. 
Use a few real poin- 
settias and an appro- 
priately framed and 
carefully selected il- 
lustration. 


Show fine 
l pieces of 

costume 
jewelry set with 
turquoise and other 
stones. Key your ad- 
vertising to attract 
those who cannot 
afford to purchase 
the more expensive 
merchandise. Call 
attention to gifts. 


Friday and 
| Satur- 
be big sales days. 
Make a bid for sil- 
verware business in 
your advertising and 
store displays: Urge 
new purchases for 
the Christmas table 
as well as for holiday 
gifts. 


day should 





Why not 
l az center pub- 

lic attention 
on your stock of fine 
china and glassware. 
Arrange tables show- 
ing the practical use 
of this merchandise 
for the Christmas 
and New Year’s feast 


table. 


Be prepared 
18 to get your 

full share of 
fine perfume busi- 
ness. Here is an ex- 
cellent opportunity 
which should not be 
overlooked. Feature 
it in your window 
displays and adver- 
tising. 


Gifts for the 
19 home — 

lamps, 
vases, clocks, desk 
sets, silverware, toilet 
sets and other mer- 
chandise. Make a 
special feature of 
electric clocks. 


The Satur- 
2() day before 
Christ- 


mas your biggest sell- 
ing opportu- 
nity. Offer fine 
jewelry, watches, sil- 
verware and other 
gift items in your ad- 
vertising. In- 
crease your sales 
force if necessary. 
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After 
? Christmas 

shoppers 
are alert for bar- 
gains. Be ready with 
suggestions that will 
bring in the after 
Christmas trade. 
Price tables may be 
featured. 





The Satur- 
es day after 

Christmas 
is week end special 
day. Go through 
your stock for suit- 
able New Year’s 
gifts. Feature them 
in your window dis- 
plays. Pay special 
attention to articles 
for the home. 
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December Selling Suggestions = 
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Be ready with a 

forceful week- 

end _  advertise- 
ment promoting early 
Christmas buying 
and calling attention 
to your store as head- 
quarters for Christ- 
mas gifts of lasting 
value. Build interest 
in Christmas. It is 


special Saturday 

selling an- 
nouncement of week- 
end specials. Move 
out slow moving 
stock attractively pre- 
sented in holiday 
boxes. The Christ- 
mas trappings are im- 
portant. Beware of 


6 Be ready with a 


_ obsolete stock. 











Start the second 

week with an at- 

tractive, carefully 
written letter to your 
mailing list. Stress 
the beauty and last- 
ing merit of Christ- 
mas gifts purchased 
at your store. Call 
special attention to 
your fine selection of 
watches. 








important just now. 
Another 
week - end 


13 special sale 
will mean more dol- 
lars and fewer slow 
moving articles. Use 
price tables to help 
move some of this 
stock. Include some 
fresh items but no 


out-of-date merchan- 
dise. 
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Begin the 
l 5 third M on- 

day with 
more and better ad- 
vertising. An- 
other letter to your 
mailing list should 
go out today. Cen- 


ter attention on 
Christmas gifts for 
men — watches. 


Start using 
| adver- 

tising aimed 
to help the public 
decide on the proper 
Christmas gifts. List 
and illustrate items 
for father, mother, 
brother and sister. 
Carry out this idea 
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¢ Christ- 
p mas is just 
ahead. Call 
attention to your 
fine selection of mod- 
erately priced gifts. 
Offer odd pieces for 
the home. Show a 
Christmas dinner 
table properly set. 


rings, cuff links. 
Instruct 
your _ sales- 


23 men to re- 


new their efforts to 
move ‘‘stickers.” 
Offer novelties and 
medium priced ar- 
ticles in your adver- 
tising and window 
displays. Make every 
effort to get more 


The day be- 


in window displays. 
fore Christ- 


24 mas. Adver- 


tise specials for last 


minute buyers. 
Change your window 
displays. Gold and 


silver pens and pen- 
cils, and fountain 


pens, stationery and 
other items may be 
featured. 











Bring out 
29 bridge 

prizes and 
sets and show a spe- 
cial window display 
of this merchandise. 
Include some of your 
gift stock and odd 
pieces of silverware. 





Getafter 
more _ busi- 


ness on 


formal jewelry for 
men. Show cuff links, 
dress shirt studs, 
evening dress 
watches and cigarette 
cases. Also feature 
scarf pins in your ad- 
vertising. 





fine jewelry sales. 
The last dav 
of the old 


3 l year. A win- 


dow display with 
“Father Time” as a 
background for 
clocks and watches 
will be appropriate. 
Include electric 
clocks in the display. 
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Windows 


Sparkling Displays 


By 
POLLY PETTIT 


How Fifth Avenue atmosphere and 

beauty can be developed in a Main 

Street window is told by this noted 
window display authority. 


Antes! The time 
when purse strings are loosened—when the spirit of giv- 
ing adds stimulus to the spirit of buying. ‘This is the 
time for the jeweler to concentrate upon the art of win- 
dow display. Sales energizing window displays are the 
stop signals for scurrying Christmas purchasers. When 
the holiday season arrives selling is transformed into a 
frenzy of buying, and the jeweler must tell a message 
through his windows which will draw people into his 
store and turn his merchandise into dollars and cents. 

Most important to window decoration is an “idea”’ 
file. This file should have a division marked “Christ- 
mas” into which throughout the year should be put ideas 
happened upon for Christmas windows. Such a file will 
grow as the years go by and be a constant source of in- 
spiration. 

If the jeweler has never filed his ideas he should begin 
to do so this year without fail. It is during the Christmas 
season that he will most readily come upon ideas which, 
if filed away, will be on hand for next Christmas. With 
these he will be able to start planning his next year’s 
window during October and November, to develop them 
into good selling windows for Christmas. Although all 
windows should be planned ahead of time, this is especial- 
ly true of the Christmas displays as these of necessity 
must be striking and attention getting. 

There are many ways in which the jeweler can collect 
his Christmas material. One source is the magazines and 
newspapers, especially the magazine sections of the Sun- 
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‘Bearing Precious Cas 


on the Christmas Buy-ways 





day newspapers. During the month of December, stories, 
pictures and advertisements almost all center around 
Christmas and are full of helps for the window decorator. 
My own Christmas file is bulging with these helps— 
some novel Christmas atmosphere, various new arrange- 
ments of merchandise suggested by the illustrations of a 
Christmas gift article, quotations that aptly express some 
Christmas sentiments—all working in together to form a 
Christmas window. 


A: Christmas time 


show much merchandise, but this must be done in an 
orderly manner if your displays are to be intelligible to 
the passerby. A confusion of articles means a confused 
sales appeal, and the customer goes elsewhere. ‘There 
are two things to remember in every display: (1) A 


(Turn to page 113) 





A Christmas window illustrating an 
application of the principles de- 
scribed in this article. 
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The Spirit of Christmas 


is Remembrance 











2 \ 
A three-piece pewter tea set and ba 
tray of Russian design made by a 
Russian craftsmen in the United 4 
States. The set is hand-hammered 
with a dull finish and retails com- 
plete for $38. 









An attractive table lamp 
made of composition finished 
in dull red gold. The shade is 
of parchment with a China- 
eserie design. The lamp and 
shade retail for $19. Five 
articles for the library desk, all 
finished in tooled leather. They 
include a studded chest which 
retails for $25, can be used for 
jewel box; bookends with an 
old English design, $25; double 
folding blotter lined with silk 
$25; pencil holder and inkwell 
$18; and a stationery rack at 






































$28 

Folding backgammon board of 
abonized wood, 18 by 10 inches 
when closed, with leather equip- A liquor set concealed within 
ment case which fits inside board five false book bindings finished ir 
The case contains one set o! handtooled leather. The set com- 
galalith checkers, four dice and prises two bottles and six glasses 
two collapsible dice cups. Com- decorated with a ship design and 
plete with a black leather velvet retails for $100 


lined carrying case and 
retails at $75 






The preference 
chest. A cigarette 
box which has com- 
partments for four 
brands, and a card 
announcing the brand 
im over each compart- 
ment. A complete set 
of cards comes with 
each chest. Finished 
in green and black 
ecrasé calf and in- 
laid with hand carved 
eo Retails for 
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Choose Gifts That 
Please Others 


French stationery for 
Christmas gifts. The large 
box is red and green and re- 
tails for $3. The medium 
size with tassel is finished 
in black and sells for $2.25, 
and the small box is gray 
and retails for $2. 





Here is offered a recent 
Paris importation in the 
form of an ash tray. The 
obelisk-like columns of 
ebony hold in place four 
jade colored composition 
trays. This offering makes 
an acceptable gift for the 
man who enjoys smoking. It 
retails for $5 


A modern lamp done in 





nickel with a flower motif 
It stands 18 inches high 
with the shade of frosted 
glass. Sells at retail for $21] 
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A powder container of 
engraved crystal glass for 
the boudoir table. The 
cover is of enameled sterl- 
ing silver with rims of 


bronze and a 
hand - painted 
miniature on ivory 
is set in the knob, 
to which is at- 
tached a silk tas- 
sel. The mirror 
is also of enam- 
eled silver with a 
miniature in the 
knob. Both of 
these items retail 
for $80 each 


Blue pottery 
lamp 14 _ inches 
high with shade 
of white silk. The 
shade is decorated 
with a blue de- 
sign. Retails for 
$24 







aieaaiacaer en Geter eoiiicnees 




















“- 

{ stick-up, eh?” asked 
Martin Dowd, detective, as he was ushered into Tur- 
ton’s exclusive jewelry establishment. “Got your S. O. 


S., Mr. Turton. It sure was mean of those guys to come 
horning into your place on a busy morning in the rush 
season. Jes’ ’fore Christmas crooks are bad as they can 
be, that’s all.” 

Dowd shook his head and grinned ruefully. It was 
a pleasant grin. ‘Well, better give me the facts.” He 
seated himself in the chair Mr. Turton offered him. 

“Tt happened about ten minutes of nine this morning,” 
began Cyrus Turton. “Our people were taking goods 
out of the safe and arranging them in the showcases. 
Some of the salesmen were upstairs filling yesterday’s 
orders—” 

Dowd nodded, listening attentively. 

“when two men came in through the side entrance 
of the store,” Turton continued. “They had guns and 
they shouted to everybody to ‘stick "em up.’ The guns 
looked like business, and everybody did.” 

Again the detective nodded. “Had a car with the 
engine running, waiting outside? ‘That’s always in the 
picture. How much did they get away with?” 

“About $50,000 worth—mostly diamonds. They took 
what they could reach in a hurry, but they seemed to 
know just where to find the expensive goods.” 

“Zat so?” Martin Dowd’s blue eyes glinted. He 
helped himself to a stick of chewing gum from his over- 
coat pocket. “Regular clairvoyants, those lads. How 
many of your people were here when it happened ?” 
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THE BIG 


When two men came in 


through the side entrance of 
the store they had guns and 
shouted “Stick ’em up!” 


“There were three salesmen in the store, and Tony, 
our porter.” 

“And not a one of ’em where he could reach the alarm. 
Say, this looks like an inside job to me.” 

Turton flushed indignantly. “You mean one of our 
people was concerned? Why, I’d as soon suspect my own 
family.” 


‘“‘Now don’t get excited, Mr. Turton. I’m only telling 


Detective 
Dowd says: 

(1) Check 
carefully the 
references of 
every prospec- 
tive employe. 
(2) Keep all 
doors locked 
until opening 
time, and 
know that 


they are 
locked. 
(3) Watch 


your early 
morning cCus- 
tomers care- 
fully. 
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ROBBERY AT TURTON'’S 


Christmas time is Harvest time in Crook- 


land. Stop, read and listen to the advice 
given in this true story and avoid similar 


losses in your store. 


you how it looks. I’m just a flesh and blood detective 
that don’t pull rabbits out of my sleeves, and I don’t go 
hunting for heiresses with kleptomania or escaped lunatics. 
Not when a case has all the earmarks of a crook’s job.”’ 

“Earmarks?” 

“Those boys with their collars up—they knew where 
the diamonds were. Didn’t have to hunt around. Believe 
me, somebody here had tipped them off. And what about 
the side door? You don’t generally have it unlocked 
when you're taking things out of the safe, do you?” 

Turton shook his head. ‘“There’s a bolt on the inside. 
It’s kept fastened till after nine. Nobody seems to 
know how it got pushed back. An accident, maybe.” 

“Accident, my aunt Maggie! ‘The egg on the inside 
fixed it. Three salesmen and the porter—the question 
is, which one of those four birds is in on the game? 
I'll have a confidential chat with each of ’em. 
Only two hours since the stick-up, and who- 
ever was mixed in it is sitting tight—Say, 
you mentioned some salesmen that were up- 
stairs shipping goods. I’ll talk to them, too, 
before I’m through. 


Li first person sent 
in to him was Smalley, a salesman present at 
the hold-up. He was a dapper man of about 
thirty. He said he didn’t know how the side 
door happened to be open—he had been busy 
arranging a tray of rings and hadn’t seen the 
thieves enter. When he heard their command, 
he put up his hands.—No, he wasn’t taking 
chances with thugs.—No, he had been too far 
away to reach the alarm.—How far? About 
twenty feet.—Yes, he had been with the firm 
two years and had a good record.—Financial 
difficulties? Certainly not!—Well, er—he 
had borrowed money on a note, and he was 
worried about paying it off. He was engaged 
to a girl and he liked to take her to dinners 
and shows—hard to do it on his salary. 

That was about all Martin Dowd elicited 
from Smalley. 

The porter came into the room next. 

“What’s your last name, Tony?” 

“Maggiore. Tony Maggiore.” 

“How long you been here, and what’s your 
job?” 

“Me?” The porter smiled. He seem flat- 
tered to have a chance to talk about himself. 
I got granda job. Dust, sweep, use-a da vac, 
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shine-a da brass. No spicka English good.—How long 
here? Dis job? Two month. Come with letter—re- 
commend—from friend of Mr. Turton. What frien’? 
Meester Smeeth—beega, fat man. He leev in da hotel 
where I was-a porter. He like-a me. He say to me—” 

“Never mind all that, Tony. What about the side 
door this morning? Did you leave it unfastened when 
you were shining the brass?” 


_ — da door open! 
Oh, no, no. My beezness—keep her shut every day till 
nine. Dees morning, shut like-a every day.—Meester, you 
no make-a me loose-a da job? I got-a four kids.” 
“I got two myself,” said Dowd, chewing his gum. 
(Turn to page 175) 
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THERE ARE SMILES 









Oliver Selle Says: 


“Be agreeable. Some say 
that a salesman is born, but 
facts and success show that 
the really great salesman is 
developed. The more you 
study selling, the greater you 
will become.” 


— 
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by 
OLIVER 
SELLE 


dd 
D uring the holiday 


season selling becomes more important because of the in- 
creased opportunities offered the jewelry business, which 
if not consummated into ultimate sales, can never be re- 
trieved,” said Oliver Selle, president of the Selle Jewelry 
Co., St. Louis, Mo., who has made a study of salesman- 
ship as applied to the jewelry business. 

‘My sales organization is trained in the same princi- 
ples of selling with the same application of fundamentals. 
When a difficult customer is unconvinced regarding a 
certain statement made by one of our salesmen another 
salesman is called and because of his training, can continue 
precisely where the other salesman left off and verify 
the same arguments made by the first salesman. ‘There 
are never any conflicting statements made by any sales- 
men. To avoid this I employ a sales manual which | 
have prepared and from which our selling organization 
is trained. 

‘‘A salesman’s opportunity and income is unlimited and 
he can rise to the height that he selects if he is willing to 
work, observe and exercise common sense.” 

Here are some of the pertinent paragraphs from the 
sales instruction manual written by Oliver Selle which 
no doubt can be effectively used during the holiday sell- 
ing period when extra salespeople must be employed. 

“Take great care in the manner in which you dress. 
To be successful you must look like success. People 
want to do business with successful men. 

“To a new customer or a friend who has patronized 
you for the first time you might say, ‘I am very thankful 
to you. I would like to have you call again.’ To every 
customer, new or old, the following sounds good to me: 
‘Thank you very much. Come in again.’ 

“Make your customer remember you by your courtesy. 
He will want you to serve him again. You may be able 
to get people to do business with the firm you represent. 
But make them want to do business with you. Before 
you know it—you will be the firm. 

“Never try to enter a discussion where you must take 
a pessimist’s side. Be agreeable. Some say that a sales- 
man is born. But facts and success show that the really 
great salesman is developed. The more you study selling 
the greater you will become. 

“Everyone wants to be remembered, so recall names and 
faces whenever possible. Address people by names, it will 
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THAT MAKE YOU PROFITS 
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This jeweler has prepared a practi- 
cal, successful selling manual, used 
by his salesmen, not only at the 
Christmas selling season, but 
throughout the year as well. 


show that you are interested in them and appreciate their 
friendship and business. Do not fail to recognize young 
people. They will be buyers when older. Young people 
have an influence on parents and often direct the sale. 
You will usually find that parents will generally buy 
from firms and salesmen suggested by their sons and 
daughters. Remember—the buyer is not always the best 
customer. Many times the booster creates the most sales. 

“Know what you are talking about. Know the goods 
you are selling. Who made them, their strong selling 
points. Learn everything you possibly can about them. 
Know more about your merchandise than your customer 
or competitive salesman. Be able to answer and suggest 
anything that will make a sale and a customer. People 
prefer to buy from well-informed salesmen. Have con- 
fidence in yourself and the goods you are selling. Domi- 
nating sales means that you and your merchandise must 
have a fact or advantage over and against every objection 
the prospective buyer may find. Knocking does not sell 
goods, but facts do. A customer will say, ‘I saw a neck- 
lace similar to this one in A. Q. Son’s window.’ If you 
can say, “That necklace is similar to this, but this neck- 
lace has this advantage,’ it will be convincing to the cus- 
tomer. Know what your competitor offers and its true 
value. 


” 


4d 

Smile when you see a customer. 
A smile brings a return smile. Learn to smile at all 
times. Miracles are not performed by your competitor. 
What he can do you can do—and do it better. 

“When selling use the word we for strength and J for 
personality and service. For example, if you are going to 
sell a pair of silver candlesticks to a young couple. You 
show them many designs. They like a certain pair. You 
might say, “This pair is made by B & J Co. You know 
we specialize in their goods and guarantee them. You 
take this pair and I will see to it that they are well packed 
and rubbed up and delivered on time. If everything isn’t 
satisfactory I will take care of it.’ Do not get the / 
habit. ‘We’ sounds much better and has more strength. 

“Be an enthusiastic salesman. By enthusiasm I don’t 
mean overanxiousness to sell. Enthusiasm is contagious 
and passes to your prospective buyer and he in a sub- 
conscious way begins to view the favorable points of your 
(Turn to page 115) 











































[M TELLING YOU — 


FACT OUTRUNS FICTION 
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THE BRAGANZA “DIAMOND” 
OF THE PORTUGESE CROWN 
JEWELS WEIGHING 
168O CARATS, BELIEVED To 
BE THE LARGEST DIAMOND 
IN THE WORLD ANB VALUED 
BY EXPERTS AT OVER£ 58,000,000 
(#290,000,000 —!S NOW 
BELIEVED TO BEA WHITE 
TOPAZ. ITS EXACT STATUS. 
STILL REMAINS A MYSTERY 
= THE PORTUGESE GOVERNMENT 
NOT PERMITTING '!T TO BE 
EXAMINED, 


WE. GARRISON, JEWELER OF DENTON, TEX,, 
CONSTRUCTED WHAT HE SAYS 1S THE SMALLEST 
STEAM ENGINE - USING ONLY’ WATCH REPAIR - 


A HOG BRISTLE PLUCKED 


ING TOOLS. IT WEIGHS 24 GRAINS , 4, oF Pia BY DR HOOKE, NOTED 
AN INCH LONG AND IS MOUNTED on! LONDON HOROLOGIST OF 
THE L O° Panes 

HE TIP OF A AS CALIBRE PISTOL Mer canna + + suas 


SHELL. THE FUNCTION OF A 

po PENDULUM. WHEN 
APPLIED TO WATCHES AND 
FROM THAT DAY TO THIS 
IT HAS BEEN CALLEB 


THE “HAIRSPRING” 





IN 1797 ENGLAND = 
PASSED AN ACT LEVYING 
AN ANNUAL DUTY OF 

TEN SHILLINGS FoR 
EVERY GOLD WATCH KEPT, 
WORN OR USED, THE - 
LAW WAS REPEALED 
ONE YEAR LATER. 


















IN 1890, TURQUOISE TAKEN FROM T | es ‘ 
MOUNTAIN rar sasecall IN nirvn vel AEE EEN 
VALUED AT 25 cENTS A MOUTH FUL — 

THE METHOD THEN USED IN TRANSPORTING 
THE STONES IN THAT LOCALITY. 
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hat other product 


offers you as many advantages as 


PERFUME? 


= is the perfect time for 


you t© introduce perfumes. Per= 
fumes require small space, small 
investment, moderate effort. The 
returns are increasingly great as 


you profit by repeat sales. 


Lucien Lelong Perfumes are ideal 
for the Jewelry Store. Their prestige 
(and the fame of Lucien Lelong as 
afashion authority) are in keeping 
with your.reputation. They are 
already well=known to the women 
of your community. They will 
“repeat” constantly because they 
are considered by everyone who 
uses them to be among the finest 


perfumes in the world. 


Other jewelers throughout the 
country are enjoying these new 
Perfume profits! Write today for 
details about the Lucien Lelong 


franchise in your locality. 


LUCIEN LELONG, INc. 


655 Fifth Avenue, New York 
Broadway at Fifth, Los Angeles 


Distributors to the Jewelry Trade: Stein & Ellbogen Company, 55 East Washington Street, Chicago; 
-O. Hurlburt & Sons, 817 Chestnut St., Philadelphia; E. Bastheim & Co., 220 West Fifth St., Los Angeles 


55 East Washington Street, Chicago 
817 Chestnut Street, Philadelphia 













Presenting 
The Lalique 
Flacon...a 
crpetal- like 
fla con of 
Lucien Lelong 
Perfume, set in 
a brilliant met- 
al container. 
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Playing for Big Sales 


How Milwaukee Jewelers Will Promote Christmas 
Business on Large ltems 


Mitwaukee jewelers 


are making a play this holiday season for “big piece” 
business, ranging in price from $1,000 to $15,000. Some 
of the stores began the subtle promotion effort which 
leads to these sales two months in advance of the holiday 
period; many others merely depended upon the fact that 
they had full stocks of the better class merchandise and 
a clientele who undoubtedly would be in “to look.” 


Diamond rings are always the first among the 
more expensive items to sell during the holiday 
period, Milwaukee jewelers proclaim. Gift items 
in the form of bracelets, necklaces, etc., for per- 
sonal adornment are the next to feature for the 
holiday period. Milwaukee jewelers have had excep- 
tional success so far this year on Baguette watches, 
\ Selling them at top prices. J 











That Milwaukee jewelers suffered less from the so- 
called “‘business depression” than jewelers in many other 
cities is a fact. Endeavoring to account for the fact, 
merchants find themselves at a loss. But the unbiased 
spectator, who compares the business operations of the 
enterprising middlewesi jewelers discovers that the 
cause lies in the fact that. chants: (1) Have kept their 
stocks smart and up-to-th minute; (2.) Have made no 
effort to meet cheap compe .ion; (3.) Have advertised 
consistently; (4.) Have talked optimism; (5.) Have co- 
operated, one with another, in raising the standards of 
the jewelry industry. 

The law of compensation acted in favor of the Mil- 
waukee jewelry industry this year, too, according to re- 
ports of the larger merchants. For with the decline in 
demand for “luxuries,” cae a series of weddings, en- 
gagements, etc., of folk amimug the city’s elite, and the 
result was a run on the “big pieces” which led merchants 
to the conclusion that it might be wise to concentrate on 
this type of business during the holiday period. 

The experience of four of the city’s representative 
jewelers forms the basis for this story. Charles Kasten, 
Sr., of the Alsted Kasten Co.; H. E. Snyder, vice-presi- 
dent of the Louis Esser Co.; William H. Schwanke of 
the jewelry store by that name, and Henry Rank of Rank 
& Motteram, are the four sources of information. 

The consensus of their opinions indicates that the first 
tule to follow in selling the larger pieces is to stock 
plenty of this merchandise so that at the first indication 
of interest it can be shown to the prospective customer. 
In the words of Mr. Snyder: 

; “Keep stock up and keep it smart. Then get people 
into the store on other things and the merchandise will 
speak for itself. For instance, a woman coming i-to 
the store to buy Christmas cards may express admiration 
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for a particular type of ring. Our salesman will show it 
to her. She will return home and remark to her husband 
or fiance that she has seen the type of ring she wants at 
the Louis Esser Company. ‘The man in the case comes 
down to the store. We show him the ring, use some of 
that very subtle psychology which plays on sentiment, 
value over a period of years, etc., and the sale is made. 
It is just as easy to sell a ring for $1,000 as for $500 
if you get the right people into the store. 

“Another woman may come into the store who has 
all the rings and personal adornment in the line of 
jewelry that she can possibly use. Nevertheless she is a 
prospective customer for our ‘big pieces,’ for she will be 
interested in the novelty gems, or in oddly shaped silver 
or clocks or any one of a number of other articles.” 

The clientele of a jewelry store, it is emphasized by 
these outstanding jewelry merchants, is built up over a 
period of years and nothing can take the place of the 
confidence and good-will established by long-time jewelers 
who have kept their standards high. For this very reason, 
each new jeweler in a field must establish a name for 
himself from the beginning—a name that spells honesty, 
integrity, good faith and respectability. 


( The “big pieces” are usually sold over a period of 
time, according to the experience of William H. 


Schwanke. Mr. Schwanke has operated a com- 
paratively small jewelry store in Milwaukee for the 
past five years in direct competition with some of 
the city’s oldest and most famous establishments. 





His store is located directly across from the Louis Esser 
Co. and the Alsted Kasten Co. and within a block of 
Rank & Motteram, and it is testimony of the cooperative 
effort in the local trade that all these concerns operate 
high-class jewelry stores, all of which are doing a splendid 
business. 

“Sometimes when we get a novelty item of exceptional 
beauty that we believe will appeal to a particular person, 
we call that person and ask him to come and look at it,” 
said Mr. Schwanke. “This doesn’t always result in a 
sale. But we feel that if we sell one out of 15 of the 
prospects we ‘create’ by this method we have done some- 
thing worth while, and if two or three out of these 15 
get into the habit of coming into our store, we have 
done something even better. That is how we build up 
our business on the bigger piece.” 

Rank & Motteram, perhaps, is one of the stores which 
has the most outstanding success each year in the sale 
of larger pieces. “The seed of desire for these pieces 
must be planted in advance,” Mr. Rank declares. 

“In selling the larger pieces during a holiday period 


(Turn to page 109) 
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Established 1866 


DIAMONDS 








Office and Cutting Works 


6 West 48th Street 
New York 
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Amsterdam—33 Sarphatistraat Lendon—23 Holborn Viaduct Antwerp—48 Rue Simons 




















Specimens of Rough 
Turquoise from New 
Mexico and Arizona 








urquoise | he December Gem 


“December's child shall live to bless 
The Turquoise that insured success.” 


So says the poet 
who follows the American sentiment in regard to gem 
stones in accepting the turquoise—a sentiment that goes 
back to the birthstones of the Poles and the Russians, 
though the list of the Jews, Romans, Arabians and Ital- 
ians formerly gave the ruby as the dominating stone of 
the month. 

The turquoise differs from most of the birth month 
gems inasmuch as it is not a crystal, but is found in 
reniform or stalactitic masses. Its mineralogical name, 
“calaite,” is seldom, if ever, used in the jewelry trade. 

The turquoise is distinctly opaque, is usually found in 
green color, the best qualities only being blue. It is 
unique in its chemical composition, since it belongs to the 
phosphates, a group of minerals which include no other 
precious stone of the first grade. 

Its chemical ingredients are: 


Per cent 
ee 9S re 47.45 
PONE GERD esis since cence’ (about) 28. 
EY 26h ve Reena swuns een cnwdsoeess 18.18 
Sa weed db bnew ee we ewes 2.02 
Ferric oxide (Fe:Os) ............... 1.10 
BA ED acwieserencd dasieedes 1.85 
Oxide of manganese ................ 0.50 


As a gem, it is opaque to slightly translucent, has a 
hardness of 6 and a specific gravity running from 2.6 
to 2.8 and a waxy luster. 

The best color is a clear, deep sky blue, and a char- 
acteristic of true turquoise is that the color improves by 
artificial light. 

The finest of gem turquoise originally came from Persia 
and were marketed through Russia, but for a quarter of 
a century great quantities of turquoise have been mined 
in New Mexico, Nevada, Arizona and California. It 
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Zodiacal Sign—Capricornus (The Goat) 
Significance—Prosperity and Truth. 
Associated Flower—Holly. 


Adaptable for ornamental jewelry of all 
kinds. 


is also found in Burma, Tibet, China, and the ancient 
Egyptians got these gems from the Sinai Peninsula. Tur- 
quoise from ancient Mexican mines was worked out 
long before the discovery of America by Europeans, and 
it may be said to have an historical place in American 
precious stones. The best known of the ancient Mexican 
turquoise mines is situated on Mount Chalchihuitl, a part 
of the conical mountain group of Los Cerillos, about 22 
miles south of Santa Fe, N. Mex. The old mines 
were abandoned by the Indians about 1680, but turquoise 
mining in New Mexico was resumed in the last quarter 
of the last century, and a number of important deposits 
were found in various sections of the state and in Arizona. 

A large amount of turquoise has a tendency to fade 
or turn green, though the best specimens will not do this. 
The color of faded turquoise can sometimes be restored 
temporarily by repolishing. Turquoise sometimes is 
artificially stained, but this can be detected by applying 
a drop of ammonia to the back of the stone. If the color 
is artificial, the ammonia (which does not affect genuine 
turquoise) will eat it off. 


BONE TURQUOISE 


Bone turquoise, also known as “occidental” turquoise, 
new rock or odontolite, is of organic origin, most of the 
pieces being cut from the teeth of mammoths, mastodons 
or other prehistoric animals. ‘These teeth have probably 
been colored blue or green by contact with phosphate of 
iron and copper. They can be easily distinguished from 
mineral turquoise by the use of a file or by nitric acid, 
which destroys them. 


LAPIS LAZULI—THE ALTERNATE STONE FOR DECEMBER 


Lapis lazuli, which, according to the list of the Ameri- 
can National Retail Jewelers’ Association, is the alter- 
nate stone for December, is rarely found in crystals— 
most often, like turquoise, it is found in mass. It is rarely 
free from veins or spots and often contains specks of 


(Turn to page 129) 
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How Diamond Syndicate Controls the Market 


Official Statement in Cable to American Importers Shows Prices Are Absolutely 


Stabilized and No Large Stocks of Rough Are Held Because Syndicate 
Buys Only to Replace the Goods It Has Sold 


Lonpvon, Nov. 5.—A cable that has just been sent 
to American diamond importers and cutters should set at 
rest, once for all, rumors that the London Diamond 
Syndicate has any large stock of diamonds on hand or 
that it was absorbing large quantities of rough. For 
this cable contains a statement officially made by the 
Syndicate that prices of rough are absolutely stabilized; 
that the stock is not large and that it (the Syndicate) 
is only buying to replace the goods actually sold. 

The reason for the cable was the fact that reports ap- 
peared in the United States and other countries, hint- 
ing or suggesting that the amount of both the rough held 
by the Syndicate and the amount it was receiving was 
getting to be very large and even more than the market 
could absorb, and by innuendo or directly, these rumors 
cast doubt as to the stability of the diamond market in 
general. ‘These reports have appeared, from time to 
time, and though without foundation in fact have often 
been the subject of wide-spread newspaper comment. 
Who inspires them or why they are featured has been 


- the subject of inquiry from time to time. Though the 


source has never been traced to any one interest, it is 
the general belief that they have been inspired or sug- 
gested by speculative interests that might benefit in the 
depreciation of the quotations of the stocks of the diamond 
mining companies. Some reports, on the other hand, have 
been due to ignorance of officials who accept unfounded 
statements of people ‘who know little of the subject and 
embody these in the course of reports to their govern- 
ments which are picked up and emphasized by sensa- 
tional feature writers of the daily newspapers and maga- 
zines. 

The Syndicate just had heard of such a report which 
had been published in the United States, (in part ac- 
credited to a government official at Amsterdam), that 
spoke of somebody’s statement as to the position of the 
Syndicate in regard to holding large quantities of rough 
and its ability to maintain its position. ‘This was called 
to the Syndicate’s attention by American importers and 
as a result, the cable above mentioned was sent through 
one of its authorized brokers, denying both in form and 
substance, the facts and conclusions contained in the 
American report. The cablegram states the contents of the 
report are “preposterous,” and contains an official state- 
ment by the Syndicate denying as untrue the statement 
as to the amount of diamonds which it holds. The mem- 
bers of the Syndicate officially affirm that their stock at 
present is not large, and the cable goes on to say: 


“Under arrangements made by the producing 
companies and South African authorities with the 
London Syndicate, the control is absolutely assured. 
Syndicate buys only to replace goods sold. Conse- 
quently no more goods can be placed on the 
market than what the market can readily absorb. 
Therefore, prices absolutely stabilized.” 
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Not only did the cable announce this statement direct 
from the Syndicate, but it also announced that the state- 
ment made by the Syndicate had been seen and approved 
by Mr. Fourie, Minister of Mines of South Africa. 

It is believed that the cable by the Syndicate should 
finally set at rest all rumors as to its position in the con- 
trol of rough, particularly in view of the recent arrange- 
ments that have been made with the South African gov- 
ernment in regard to the control of Namaqualand stones 
and the arrangements as to the sale of rough by the 
South African government to the diamond cutting in- 
dustry as already reported in THE JEWELERS’ CIRCULAR. 


The cable above referred to was received Nov. 5 by 
L. & M. Kahn & Co., diamond cutters, 6 W 48th St., 
who had called the Syndicate’s attention to the fact that 
a Washington paper had published one of the reports 
referred to which had been based on information furnished 
by the Department of Labor, and founded on the report of 
Charles L. Hoover, the American Consul General at 
Amsterdam. The report dealt essentially with unem- 
ployment in the diamond cutting industry of Amsterdam 
and the decrease in the amount of diamonds imported 
into the United States. It ended up with a statement of 
some unknown member of the trade relative to the 
amount of rough diamonds which the Syndicate had on 
hand and referred to the large amount of interest charges 
that this entailed. 

While the diamond trade needed no assurance from 
the Syndicate that this hearsay statement was untrue in 
all particulars, nevertheless, it was deemed wise to call 
it to the Syndicate’s attention in order that an official 
statement of the Syndicate’s position and its absolute con- 
trol of the diamond situation could be made clear to 
the public should the necessity arise. The clear-cut definite 
facts contained in the cable just received have proved 
gratifying to the diamond industry at large as well as 
reassuring to those members of the industry who were not 
thoroughly conversant with the situation. 





Platinum of the Urals Show Different 
Characteristics 


An issue of the Moscow “Gorny Journal” (“The Min- 
ing Journal”), recently received in New York, contains 
an interesting article “On Some Peculiarities of the 
Fundamental Ural Platinum Ores,” by A. G. Betekhtin, 
a Leningrad engineer. 

He states that a systematic chemical analysis of Ural 
platinum has been carried by Soviet scientists ever since 
1923, and that many strikingly different forms of plat- 
inum were found in the Ural, sometimes in a close prox- 
imity to each other. 
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Helping Santa Claus Make Others Happy 


(From page 71) 


for—I know her likes and dislikes, her coloring, size and 
preferences. If she is a small, dainty little girl, she will 
be much better satisfied with a dainty pin than with a 
large one. 

We hear so much about psychology in selling, and in 
many places the Christmas season is such a busy season 
that there is no time for it; but in reality, Christmas is 
the time when salesmen—particularly in a business where 
the selection of a gift means happiness as it does in the 
jewelry business—should use every means to satisfy his 
customers’ needs. 

If he is older, his girl will hardly be of high school age; 
therefore, he will want an entirely different type of gift 
than the college boy. In the course of conversation dur- 
ing the time the sale is taking place if encouraged, he 
will tell you something of this girl—if she is large or 
small, blonde or brunette, etc. You know blondes wear 
different colors than do brunettes. Corals, carnelians 
and any stones of this coloring are particularly lovely on 
a brunette and in many cases will match up with her 
clothes and accessories; whereas, a blonde usually looks 
her best in blue, so turquoise and jade would be lovelier 
on a blonde than coral and carnelian. Boys don’t think 
of things like this, but they are foremost in the minds of 
all girls. 

I am not the salesman to move old stock at Christmas 
time. Each gift is given to some girl—some girl just 
like me—and she likes the new things, the beautiful 
things, just as I do, and I strive to please these girls 
more than the boys who purchase the gifts. By doing 
so, you please both. 


The first thing | do when a young man comes in 
to purchase a gift is to try to determine just what 
kind of a girl it is for. If he is the collegiate type, 
in many cases, his girl will be of the younger and 
more frivolous age and will like the things made 
for just that type and age. 


I know of nothing more appropriate for this “one” 
gift than a strand of pearls. The feeling that any girl 
must have on opening a little white satin lined box con- 
taining a lovely strand of pearls is the same as when 
opening a box of flowers. But what do boys know of 
opening a box of roses or a strand of pearls? All they 
do is buy them at the suggestion of a salesman, but it is 
the girl who has the sentiment and love for such things. 
It is of this moment when she opens her gift that I al- 
ways think. She is the one I want to please. It is much 
easier to please the boy than the girl. 

There are two types of gifts—personal and impersonal. 
If the boy is in love with the girl, the more sentiment 
attached to the gift, the better he likes it. If he is not 
in love with her, stay away from the sentimental side of 
the gift. This is not very hard to find out. If he just 
wants a “gift,” a remembrance, he would readily say so, 
and then you must sell a so-called impersonal gift, some- 
thing that will mean no more than a box of candy. There 
is as much difference in a strand of pearls and a com- 
pact as there is in a box of orchids and a box of candy, 
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and sometimes it is necessary to make the boy fully under- 
stand that his gift will mean no more than a box of 
candy. 

During my first Christmas in the business, 1 wrapped 
up a few of my friends’ gifts with tissue paper, red rib- 
bon, Santa Clause stickers, etc., and found it was so 


f A little extra personal service never does any 

harm to the salesman. As we all know, the average 
boy knows nothing at all about tying up anything. 
After purchasing his gifts, unless he is at home 
with his mother and sisters, it is quite a problem 
to get tissue paper, red ribbon and all such things 
that go to make up a package with a real Christmas 
atmosphere. 


much appreciated that I began to fix up all the boys’ 
gifts just as I would fix my own. This has been most 
successful as some came back the following year not to 
buy “one” gift, but all of their gifts so that they could 
get them all fixed up and out of the way. I find there 
is genuine appreciation when a boy is handed his gift 
with a big bow of red ribbon on top and perhaps a sprig 
of holly in the bow—their gift is selected, bought, and 
wrapped, ready for presentation, and it is services such 
as these that bring them back. 





Playing for Big Sales 

(From page 103) 
or at any other time, it is wise to plant the seed of 
thought several months in advance. We do it at our 
store by radio, urging customers to come in and shop 
early and urging that they buy smaller things of good 
quality if necessary, rather than cheap, showy articles. 
In other words, we try to educate them to want quality 
merchandise. 

“Business on jewelry pieces ranging from $500 to 
$15,000 will always go to the jeweler who has enter- 
prise enough to stock these articles. Many sales are lost 
in many instances today because of the fact that jewelers 
do not have the merchandise when it is called for. We 
operate our store on the theory that there is an abundance 
of wealth in the country and in the city. The surface and 
the market for expensive jewelry pieces has not been 
scratched. “Too many jewelers convince themselves that 
there is no market for these expensive items, not ralizing 
that the people who have money will spend it regardless 
of conditions generally, if they see something they really 
desire. 

“The enterprising jewelry merchant can establish a 
clientele for himself gradually over a period of years. 
It is then up to him to educate his clientele to a con- 
stantly increasing standard of values. As their taste for 
quality increases, his business will increase. The whole 
thing revolves around in a circle which takes no account 
of so-called business depressions, and which proves itself 
by the number of men in the field who are making a 
profitable living for themselves and many other persons 
besides.” 
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She would thank you for them and soon forget all about 
it.’ 

“But this necklace is an exquisite thing, a luxury every 
woman craves yet few ever buy for themselves. She 
will know it was not bought over the telephone in a 
perfunctory manner, but that you gave considerable seri- 
ous thought to the matter of selecting a more than ordi- 
narily lovely present for her. 


“She will wear it when she wants to look her 
best. Her affection for it will grow with the years. 
When later she lets her daughter wear it she will 
-say, ‘Your Uncle Jimmy gave me that for Christmas 
“way back in 1930. I’m mighty proud to have a 
brother like him.’ 


“Maybe not just those words, Ernest, but sincere talks 
of that kind will make many a hurried Christmas shopper 
stop and think. He’ll visualize that piece of jewelry in 
terms of the warm romance of friendship rather than the 
cold figures on the price tag. He’ll be ashamed to send 
something cheap and trashy. 

“But no jewelry salesman can radiate that enthusiasm 
about his goods unless he feels it in his heart. He must 
be married to his merchandise. He must love, honor and 
be enthusiastic about what he is selling. No one can 
tell him just what to say to a customer. 

“Then, too, a salesman must be a chameleon, instinc- 
tively adjusting his ideas so they are in sympathy with his 
customer’s. When a woman asks to see an inexpensive 
Christmas present for a young man, that word ‘inexpen- 
sive’ may mean one dollar, twenty dollars, or one hundred 
dollars. It’s dangerous for the clerk to assume she wants 
to pay about what he himself could afford.” 

Ernest interrupted the Old Veteran’s speech. “What 
puzzles me is this: when the customer gives no hint 
as to the price he’ll pay, what grade shall I show first? 
The boss says to show the best first; I can always come 
down, he says.” 

“That’s good advice,” the Old Veteran answered, “if 
you modify it this way: Show first the goods which, in 
your judgment, are the highest priced possible to seil that 
particular customer. That might be ten dollars, it might 
be a thousand.” 

“I’m still in the dark,” Ernest complained. ‘‘Do you 
advise asking a customer outright how much he wants to 
spend ?” 

“A ticklish question, Ernest. If you’re sure the cus- 
tomer is an upper cruster never ask about price. If, on 
the other hand, you’re sure price is a major consideration, 
it’s often best to ask at the start. It may prevent getting 
off on the wrong foot. 

“When you mention price use a tactful manner and a 
diplomatic tone of voice. After all, most customers have 
given considerable thought to the price before they came 
in. They appreciate the attitude of a salesman who tries 
to adjust himself to their limitations, which, by the way, 
are usually rather flexible if the salesman knows his busi- 
ness. 
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Will they Buy Better Jewelry? 


(From page 75) 


“Whatever your decision is don’t be timid about show- 
ing the high-priced item nor lordly about the less expen- 
sive one. 

“Here’s what I mean. When I was a small boy I lived 
in Knoxville, Tenn. ‘That was long before I got in the 
jewelry business. I used to wait for the horse cars in 
front of Hope’s jewelry store. ‘There I feasted my eyes 
on the fabulous treasures in the window till my fondest 
ambition was to be able to buy something in Hope’s. 

“So I saved up my pennies and my nickels till I had 
the big sum of two dollars and a half tied up tight in a 
handkerchief. It took all my courage to go in that big, 
fine store of my dreams. 

“My knees shook as I sputtered to a man with a beau- 
tiful black moustache that I wondered if he had a lady’s 
watch for two dollars and a half. That was before the 
day of the dollar watch. 

“He smiled, reached over the counter and patted me 
on the shoulder with, “You just bet I’ve got a dandy here 
for you, Sonny.’ And he laid one out on a piece of 
plush with all the care he would have given a hundred 
dollar watch. 

“Ever since then I’ve had a warm spot in my heart for 
Hope’s because that salesman treated me as if I were 
somebody. If he had high hatted my little purchase I 
would have hated him all my life. 

“He sold me the highest priced thing possible to sell 
and his manner made me glad to spend my money. 

“On the other hand, that customer who bought the 
fifty dollar watch this morning is not happy about his 
purchase—just because you sized him up wrong. You 
judged him by your own standards. 


“By his standards he is giving his daughter some- 
thing cheap. He’s losing all the fun of anticipating 
her delight at getting a present finer than she had 
expected. He’s not sure it will stand comparison‘ 
with her friends’ watches. He would have been 
glad to have paid more if you had let him. 


“No, sir, Ernest, people don’t thank you for ‘saving 
them money’ by pushing goods below their standards. 
They like to have you compliment them by teasing them 
with merchandise just a little finer than they think they 
can afford. 

“Very seldom does a customer come in and ask point 
blank for your finest things. And heaven knows he 
won’t buy them if you don’t show them, and show them 
with all the glamor, the romance, the care, the affection 
that a real salesman feels toward fine jewelry. Which 
means, of course, that you would never think of calling 
your merchandise, ‘stuff,’ nor scooping it up by the hand- 
ful, nor laying it on the glass showcase instead of a plush. 

“The real value in jewelry, you know, is in the happi- 
ness it brings to its owner—and consequently to its giver. 

“They are glad to pay more if—if you can make each 
customer feel 

“.. . that the same amount of happiness cannot be 


(Turn to page 129) 
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center of interest or attraction and (2) careful grouping 
of articles. 

First, the decorator must think of his display in terms 
of “mass.” In Fig. 1, X is the center of attraction. 
Numbers one to seven are groups of articles. 
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Next, he should determine what his attraction feature 
will be. There is a wide variety of simple inexpensive 
ideas. For example—a holly wreath with red ribbon, a 
silver bowl filled with mistletoe, a silver candlestick with 
a gay sprig of holly or mistletoe, a Della Robbia plaque 
of the Infant Christ Child, or half a dozen white tissue- 
covered Christmas boxes tied with red ribbon and a bit 
of holly; any one of these can be used to advantage. 

Developing the “mass” sketch is the next step. In 
Fig. 2 are represented from left to right: group one, 


| 




















necklaces; group two, handbags and vanity cases; group 
three, rings; group four, the center of attraction, the bowl 
or mistletoe; group five, bracelets; group six, handbags 
and vanity cases and group seven, necklaces. In the fore- 
ground is shown a set of toiletware. 

To further emphasize the grouping and to give clarity 
to the display, each group of articles may be placed upon 
a small mat of some appropriate material. Even so sim- 
ple a mat as one made of red blotting paper bordered with 
gold paper tape will set off a group of articles and assist 
the eye and mind of the window shopper to single out a 
gift that she wants to. buy. 

The center of attraction need not always be in the 
center of the window, provided there is a feeling of bal- 
ance on either side of an imaginary line drawn down the 
center of the display as shown in Fig. 3. Fig. 4 shows 
how the mass plan of Fig. 3 might be carried out. 

It is in perfect good taste to remind the throngs of 
shoppers that the origin of all our Christmas giving is in 
the gifts the Wise Men brought the Christ Child. It 
is one of the fundamentals that it is more blessed to give 
than to receive. And the jeweler above all other mer- 
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Windows Bearing Precious Gifts 


(From page 93) 


chants has the best opportunity to capitalize on the giving 
of precious gifts—which were the highest tribute 1900 
years ago as they still are today. The window message 
should contain a hint or a reminder of the deep religious 
significance back of this blessed season. 

An entirely practical and feasible way of making a 
decorative show card is to use a Christmas card as an 
illustration mounted on a larger board and then arrange 








the copy below it. If you use price cards in the window, 
a small Christmas card with illustration on which the 
price is hand-lettered will convey the gift idea and at the 
same time, indicate the cost. 

The center of attraction in the Christmas window il- 
lustrated on page 93 is the Della Robbia plaque of the 
Christ Child. These colored porcelain reproductions are 
easy to obtain and are inexpensive. Sometimes the plaque 
is surrounded by a porcelain wreath of fruit of its own. 
This plaque had no wreath—and the one shown in the 
photograph is of real fruit fastened to a florist’s wreath 
of wire. Grapes, bananas, apples, oranges and pears are 
interwoven with laurel leaves—a solid wreath of real 
fruit, glazed, to simulate porcelain, with transparent 
shellac. 




















The window dramatizes the bible Christmas story: 
(1) In the Christ Child in the plaque; (2) “The music 
of the Shepherds” in the Robaba instrument (center) of 
the Arab shepherds which is still used today; and (3) 
“Gold and Frankincense and Myrrh” in the gold altar 
pieces, censer and oil of myrrh container. 

The copy reads as a reminder to the passing public: 

“The music of the Shepherds is still heard in 
the hills around Bethlehem. Frankincense still 
scents the air. Myrrh flowers bloom as white 
and gold is still esteemed the fairest homage. 

Giving is far better than receiving, ‘““What- 
ever creeds be taught or lands be trod.” 
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Death of John Lamont 


John Lamont, one of the country’s leading lapidaries 
and head of the firm of John Lamont & Son, Inc., 542 
Fifth Ave., New York died at his residence, 591 Sixth 
St., Brooklyn, Oct. 19. Death came as the result of an 
illness from which he had suffered for the past three 
years. Funeral was held from the home Oct. 21, with 
burial in Greenwood Cemetery. 

Mr. Lamont was born in Ballynina, Ireland, June 15, 
1851, coming to this country when 11 years old. After 
working as a lapidary for several New York concerns, 
he opened a shop of his own on Bond St. in 1873. At 
this time he married Miss Elizabeth White of New York. 
In 1894, with Charles Bierig, he organized the Australian 
Opal Co., locating at 57 Maiden Lane, later moving to 
51 Maiden Lane. This concern continued in business 
until 1904 when Mr. Bierig died. In 1905 the partner- 
ship of John Lamont & Son was formed, and in 1913 the 
firm took quarters in 65 Nassau St. ‘The business was 
incorporated in 1923 when Mr. Lamont located at the 
concern’s present address under the name of John Lamont 
& Son, Inc. 

The deceased took no active part in the business after 
1927 when he was taken ill. 

He is survived by two sons, Clifford F., wno is asso- 
ciated in the business and Percy A. Lamont, and a daugh- 
ter, Mrs. Grace L. Cummings. 


A Move in the Right Direction 7 


In the interest of influencing people to 
spend their money and thus accelerate the re- 
turn of prosperity, Fred G. Gruen has posted 
the following bulletin to employes of the 
Gruen Watchmakers Guild, Cincinnati: 


To All Employes of the Gruen Guild: 


We wish to suggest that you spend 
your money, as previously, and even a 
little more now. 

There is just as much money in the 
world now as there ever was—all it 
needs is to be put into circulation. If each 
one helps to do this, we will then have 
prosperous times all over the country. 

Your incomes are about the same and 
you have steady employment. In 25 
years, with our continuous employment 
plan, we have never had to let people out 
because of business depressions—steady 
employment being made possible through 
our planning ahead. ‘The only excep- 
tions were for efficiency and organization. 
Your jobs are secure. 

The worst is over and we see steady 
improvement ahead of us. Let’s help ac- 
celerate this by each one spending his 
income and we will soon be in an era of 
prosperity such as we have never seen 
before. 

SPEND YOUR MONEY as for- 


merly. 





President. 





Frep G. GRUEN, J 
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( A Recipe for Success y 


“Forget about jewelers who are not mak- 
ing a profit. Forget about the man who is 
selling crystals for 50 cents, the wholesaling 
retailer, the mail order houses and other al- 
leged trade abuses. Forget about them all 
and attend to your own knitting. 

“The average person goes into a jewelry 
store to spend a certain tangible sum for a 
present, $5, $10, $50 or $1,000. It is up to 
the jeweler to make a profit on that sale or 


( quit.”—Henry W. Rank, Rank & Motteram, J 











Milwaukee, Wis. 





Smiles that Make Profits 
(From page 99) 


merchandise in proportion to the amount of enthusiasm 
you display in presenting your wares. 

‘“‘Remember—a customer will not spend much time to 
make you a salesman, but you must spend much time to 
make and keep a customer. Changing positions gives ex- 
perience. Stick-to-itiveness, however, brings success. 
Close contact with people will teach you to know them 
by their features and their buying impulses. For instance, 
blondes are usually quick to decision. People with small 
noses like details of an article. People with prominent 
noses are aggressive, etc. 

“When speaking of success, let the buyer do the talking. 

“Never allow a buyer to find a negative in the article 
you are selling. Have a positive for every negative or 
fault he may find. Don’t condemn one article to sell 
another. ‘This actually happened in a jewelry store. A 
man entered a jewelry store and asked the salesman to 
suggest a gift for his wife’s birthday. The salesman sug- 
gested many items. Two appealed to the customer most, 
a brooch and a wrist watch. The question was ‘Which 
shall I buy?’ He asked the salesman’s advice. The sales- 
man answered, ‘Well, I would advise you to take the 
wrist watch, they are not wearing brooches very much.’ 
The buyer took the advice given. But the statement of 
the salesman was not correct. Both items were popular, 
but he thought he had to give a negative and condemn 
the one to sell the other. Christmas came, the buyer 
wanted something for his wife. ‘Well,’ he said, ‘they 
are not wearing brooches, I guess I’ll buy her a fur 
coat.’ The salesman should have said ‘Mr. Jones, the 
two articles you selected are the best items in our store. 
Both popular and fashionable. Why not take the one 
you prefer now, then at Christmas give your wife the 
other.” He would have made two sales. 

“Competition for the Christmas dollar will be particu- 
larly keen during the holiday season. Intelligent sales- 
manship will go a long distance in assisting the jewelry 
trade in getting their rightful proportion of old Bill 
Dollar.” 





Thomas J. Dale, Kenosha, Wis., has reported the loss 
of 15 diamond rings, valued at $3,000. Mr. Dale 
suspects two men who came into the store to have a 
watch repaired. They were in the store when he stepped 
into a back room for a moment. 
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Survey of Jewelry Distribution by Manufacturers 


Questionnaire Sponsored by New England Manufacturing Jewelers’ and Silversmiths’ 
Association Brings Wide Range of Information to the Department of Commerce 


WasHINcTON, D. C., Nov. 1.—Exceptionally speedy 
cooperation of jewelry manufacturers in furnishing a wide 
range of information on their business has made possible 
the completion in record time of a comprehensive survey 
of the distributive phases of the manufacturing jewelry 
trade, according to W. L. Cooper, director of the Bureau 
of Foreign and Domestic Commerce, who announced that 
the project is about completed. 

The New England Manufacturing Jewelers’ and Sil- 
versmiths’ Association first requested the Department of 
Commerce to make the survey of the distributive phases 
of their industry in April of this year. The project was 
planned in May by the association in conjunction with 
department officials and the questionnaires were mailed 
about the first of July. Thus, the report was ready for 
release in less than four months after the actual work of 
the survey was started. Answers have been obtained to 
some 50 questions upon which the trade desired informa- 
tion, many of which the manufacturers were unwilling to 
reveal to any private organization, but that they deemed 
very valuable information to the industry. 


According to Paul Stewart, who has directed the 
survey for the Department of Commerce, the form 
of cooperation between the industry and the gov- 
ernment in this instance approaches the ideal. 


Features include cooperation of the manufacturers, 
assured by the constant and active contact which the sec- 
retary of the association maintained with them throughout 
the course of the survey; financing by the industry of a 
research specialist to carry on the survey and of the print- 
ing of the report; and a campaign among the manufac- 
turers for applying the results which the association has 
planned. 

A striking revelation of the survey is the high degree 
of concentration of this very diversified and specialized 
industry in the hands of a few concerns. The survey is 
confined to the manufacturers of the cheaper grades of 
jewelry, articles of metal designed to be worn on or about 
the person, which industry is largely concentrated in the 
Providence and Attleboro districts of New England. One 
hundred and eighty-four manufacturers reporting had net 
sales last year of $45,296,719, an average of $246,178 per 
establishment. 

Seventeen concerns, however, with net sales of more 
than $600,000 each, represented approximately one-tenth 
of the number of establishments, but accounted for half 
of the total sales. On the other hand, nineteen concerns 
with net sales of less than $20,000, represented approxi- 
mately one-tenth of the total number and had annual 
sales of only $8,801 each, or approximately $169 per week. 

One-half of the concerns, many of whose products must 
be sold in widely scattered and diversified markets 
through many different types of outlets, had net sales of 
less than $118,000. 

Among the facts revealed by the survey are the types 
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of outlets through which the products of these manufac- 
turers move to the consumer, the territory covered, credit 
policies, discounts and allowances, pricing practices, ad- 
vertising policies and expenditures, and accounting prac- 
tices. 


Says Armand Jessup 


“Avoid a pessimistic outlook for the situation is 
never as bad as it is painted. 

“We live in the greatest country in the world 
with the greatest resources. The individual pur- 
chasing power is greater, and will continue to be 

lsc, than any other country in the world.” 





Importers Sustained in Tariff Classification 
of Watch Movements with One Jewel 


WasuinctTon, D. C., Nov. 1.—A tariff classification 
of watch movements having but one jewel has been 
reached by the Customs Bureau of the Treasury Depart- 
ment. Frank Dow, Acting Commissioner of Customs, 
has sent the following communication on the subject to 
the Collector of Customs at New York: 

“The Bureau has before it for consideration and de- 


cision,” says Mr. Dow, “the question of the proper tariff 


classification of watch movements having but one jewel— 
for example, a cap jewel against which one end of the 
balance staff is fitted, the other end of the staff being 
fitted against a plate, disc, or other metal bearing. 

“Tt is contended on behalf of importers that such move- 
ments are one-jewel movements and accordingly entitled 
to the 40 per cent reduction provided for in clause (2) 
of subdivision (a) of paragraph 367 of the Tariff Act of 
1930. On the other hand, certain domestic manufac- 
turers of watch movements contend that the metal cap 
on one end of the staff is a substitute for a jewel within 
the meaning of subdivision (i) of paragraph 367 and that 
these watches therefore are excluded from classification 
as one-jewel movements. 

“The record before the Bureau shows that one-jewel 
watch movements of this type were imported under the 
Tariff Act of 1922 in commercial quantities for a long 
period prior to the effective date of the present Tariff 
Act, and that the use of such a metal cap on one end of 
the balance staff, with a jewel on the other, is the typical 
construction in ‘the case of one-jewel movements. ‘The 
Bureau is therefore of the opinion that it is this type of 
movement to which Congress intended to grant 40 per 
cent reduction of duty as one-jewel movements, and that 
to hold the metal cap in question a substitute for a jewel 
would be to give no effect to the provision for one-jewel 
watches in clause (2) of subdivision (a) of paragraph 
367. You are accordingly authorized to assess duty under 
that clause upon one-jewel watch movements of the type 
in question.” 
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Getting their Slice First 
(From page 81) 


per advertising is a successful exception, it is especially 
interesting. A. S. Rowe, watch specialist and jeweler, 
who has an attractive 15 by 15 foot shop on the fourth 
floor of a prominent and centrally located office building, 
discontinued his Christmas advertising in newspapers two 
years ago. He sent out instead special announcement 
cards just the week before Christmas to a selective list of 
a thousand. 

“T made good on this shift to direct circularization both 
years. In fact, I had better returns than from the $50 
ads. I ran previous years. The 1928 one was a medium- 
heavy cream card printed in black. The 1929 one was a 
folded panel: illustration outside ; message inside, and red, 
fancy type. The returns on the cards were so satisfactory 
I shall send cards out this year, and carry no newspaper 
advertising.” ; 

The 1929 message that had the punch in it to make 
sales read: 


MY BEST WISH 


for all my friends, my customers and their 
friends 


A VERY MERRY CHRISTMAS AND 
A PROSPEROUS NEW YEAR 


Let me suggest that the most appreciated 
gift is the thing most folk would like to 
have—but don’t buy for themselves. 
It is getting late for Christmas Shopping. 
But | have an ample stock from which to 
choose—That new watch for wrist or 
pocket—That dinner or emblem ring— 
That good looking bracelet or chain—That 
new mounting for the diamond that needs 
resetting—That new bar pin or scarf pin— 
That cigar lighter that lights—That new 
electric clock or the chiming mantel clock 
for the home. 


Come, let me help in your gift problem— 
That’s my business. 
A. S. ROWE, Watch Specialist 
Fourth Floor, State Life Building 





Hear Ye! Hear Ye! 
(From page 83) 


Our silverware department now has thirty-one pat- 
terns on display. Christmas offers an opportunity to 
start a set or to complete a set. There are many small 
items such as candlesticks, pitchers, ice bowls, vegetable 
dishes, sugar shells, meat forks, which make ideal last- 
ing gifts. 

J. J. Sweeney Jewelry Co. 

Silver—a gift of lasting beauty—unfailingly in good 
taste—always appreciated! Everything that is new and 
modish is here. From His Majesty, “The Baby,” to 
Great Grandmother, there is a bright answer in this 


silver list. 
E. J. Scheer 


Silverware for the Gift. Durable, practical, beautiful 
silverware is a gift de luxe, faithfully reflecting the taste 
of the donor and giving lasting pleasure to the recipient, 
and nowhere is silverware more fascinating than in our 


well-filled showcases. 
A. & A. Ash 
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Your diamonds may still gleam as brilliantly as they 
once did, but old-fashioned mountings detract from their 
beauty. 


Selle Jewelry Co. 


For the man who heads your gift list we suggest this 
handsome scarf pin of solid platinum set with fine white 


diamonds. 
Arthur A. Everts Co. 


A most complete assortment of diamond jewelry in a 
wide variety of modern designs. You will find here 
exactly the gift you want. 

Charles, The Jeweler. 


A Diamond Ring . . Gift of Gifts! Her ring, the 
Christmas gift supreme, is here in our great stock, a stock 
made up of perfect blue white diamonds exclusively in 


mountings of our own design and make. 
Davidson & Licht Jewelry Co. 


Diamonds are the supreme Christmas Gift. That is 
why it is sufficient assurance of worth and quality to 


know that a Diamond Gift was purchased here. 
Hess & Culbertson Jewelry Co. 


Give Him a Watch This Christmas—Styles change in 


watches. Replace the old-fashioned one. 
Reid-Lawson, Inc. 


She just can’t help liking a beautiful wrist watch— 
and we have such an unusual variety from which to 
choose—newest and most popular shapes, in green or 
white gold—platinum if you wish or those set with dia- 


monds. 
A. E. Rogers Jewelry Co. 


Every man should have a pocket watch for sports and 
business wear. Ladies’ wrist watches in gold and enamel 
cases for sports wear, plain and engraved cases for street 


and business wear and diamond set for evening wear. 
J. J. Sweeney Jewelry Co. 


Clocks and Watches—The right time for a Christmas 


Gift. 
L. S. Ayres & Co. 





Banquet of Twenty-four Karat Club to be held 
Thursday, January 22 


The Jewelers 24 Karat Club of New York will hold 
its annual banquet Jan. 22, 1931, at the Biltmore Hotel, 
Madison Ave. and 43rd St. This was finally decided on 
at the meeting of the club held Oct. 15, at which the re- 
port of the banquet committee was received. The com- 
mittee had had difficulty in arranging for the annual ban- 
quet inasmuch as the one or two hotels that had adequate 
accommodations were booked up for every Saturday of 
January, and those which had open dates and might be 
had on Saturday night either could not accommodate the 
number required or did not have a cuisine up to the stand- 
ard that the club requires. It was finally decided to hold 
the banquet on a Thursday instead of a Saturday night 
and the Biltmore Hotel was engaged as it has such ac- 
commodations for the production of the entertainment. 

However, this will mean that the club will have to cut 
down the number of invitations sent out by nearly 200, 
compared with the figures of the years when the ban- 
quets were held at the old Waldorf-Astoria. The num- 
ber than can possibly be accommodated in the Biltmore 
Hotel is not more than 650 and thus the attendance to the 
banquet is now restricted. Members of the club will be 
notified, therefore, that their allotment of invitations will 
necessarily be curtailed. As there will be a large number 
of applications for invitations which cannot be considered, 
members are requested to get in their reservations just as 
soon as they receive notification to this effect. 
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Jewelers are unanimous in their praise of our new 
Rosemary diamond ring because it has a true +histori- 
cal appeal behind its name which definitely lessens sales 
resistance. 


As far back as the days of the Holy Roman Empire, the 
Rosemary stood for Faith, for Constancy, for Remem- 
brance. The Knights of Savoy and Lombardy carried a 
Rosemary as the emblem of Fidelity to God and Coun- 

' try. Their loved ones, who in those days could not 
write, sent instead a Rosemary for Remembrance, 
for Faith. for undying constancy. 


Other diamond rings have names, but no other ring has 
a story of traditional and historical symbolism behind 
it. That is why jewelers have found that Rosemary 
out-sells every other ring. 

















Sea \\ecat es 


10 West 47"Street 
New York. 


Rosemary Rings are set with finest 
perfect diamonds only, and the Rose- 
mary diamond set wedding ring is the 
finest achievement in wedding rings. 














































Death of Rawson L. Wood 


Rawson L. Wood of New York, for almost 50 years 
the head of J. R. Wood & Sons of 15 Maiden Lane, died 
Oct. 16 of blood poisoning in spite of several blood trans- 
fusions. During the several months of his illness, which 
was not considered critical until a few days before he 
died, the exact cause was never determined to the satis- 
faction of his physicians. 

Mr. Wood was 69 years old and belonged to one of 
the oldest American families, a descendant of Sir Edward 
Rawson, the first secretary of the Massachusetts Colony. 
He was a member of the Mayflower Society and Sons of 
the Revolution. Surviving are his widow, the former 
Teresa Schwab, and his son, Rawson L. Wood, Jr., now 
connected with J. R. Wood & Sons, and two brothers, 
St. John and Henry Hayes Wood. 

While still a young man, Mr. Wood entered the 
jewelry business founded by his father, the late John R. 
Wood, in 1850.. Mr. Wood played a very decided part 
in building the business from a small concern to the posi- 
tion it holds today as one of the largest and most promi- 
nent firms in the diamond and jewelry industries. 

During all his years as head of J. R. Wood & Sons, 
Mr. Wood had an unselfish interest in the success of the 
retail jewelers and the future of the jewelry business. 
He established the policies of the firm that are in effect 
today after many years, and they will be carried on by 
his brother, St. John Wood, and his son, Rawson L. 
Wood, Jr. 

Mr. Wood was known personally to thousands of 
jewelers, and his death will be felt as a great personal 
loss to his many friends. The jewelry industry will also 
feel the loss of one of its leading figures. 

Funeral services were held from the late home at 350 
Park Ave., Oct. 19, with burial in Greenwood Cemetery. 





Diamond Imports for September 

Diamond importations into this country for the month 
of September were approximately $3,000,000—slightly 
less than the importations of August and, of course, con- 
siderably less than September, a year ago. According to 
the advanced statistics which were compiled for THE 
Jewevers’ Circuar, the exact value of the cut and 
rough gems for the jewelry trade brought in during the 
month was $2,967,167, of which the value of the rough 
or uncut stones is given as $568,026 and that of the cut 
but not set gems, $2,399,141. In addition, we imported 
glaziers’ and engravers’ diamonds amounting to $199,212. 

The largest -amount of rough diamonds imported 
(amounting to about $261,000) came from the cutting 
centers of Belgium, while only about $192,000 came from 
England and about $92,000 came directly from South 
Africa. 

The importations of diamonds by months for the cur- 
rent year were: 

DIAMOND IMPORTS IN 1930 BY MONTHS 


Cut but Rough or 
Month Not Set Uncut Total 
PR ree $1,341,789 $309,216 $1,651,005 
rer 992,120 436,226 1,428,346 
oS re 1,191,971 217,333 1,409,304 
1 eee ree 1,221,925 251,734 1,473,659 
NN cfr cesta hora 1,028,675 141,839 1,170,514 
PEIRI Y pushes ety cise eters 4,058,742 958,640 5,017,382 
| 1 ETRE ee eres Pee ne 2,906,596 819,492 3,726,088 
NEN ce  oawsirciccraaccts 2,606,791 472,246 3,079,037 
September ............ 2,399,141 568,026 2,967,167 
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Jerome Richheimer 


Importers and Cutters 


FANCY CUT DIAMONDS 
20 West 47th Street 
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NATHAN 
International 
Stone Service 
is Performed 























3 
Be) 
- Receiving Depart- 
| ment—Here or- 
ders are received 
4 by mail or mes- 
senger. 


We have spent 33 
years in developing 
and perfecting our 
service to the trade. 
A large, efficient or- 
ganization, specially 
trained, guarantees 
your complete satis- 
faction. 





The New Vogue Birthstone 
for December is 
“TRU-STONE” ZIRCON 


Write for Colored Booklet of 
“TRU-STONES” 





Stock Department—Where America’s 
most comprehensive stock of stones 








awaits your call. 





Order Department—Here your orders receive careful, prompt and 
efficient attention. 


Our stocks of genuine and synthetic stones are outstanding in 
completeness and quality. NATHAN “TRU-STONE” syn- 
cnciih  Ciemeneaadiaes i thetics, the stones that stand the acid test, will bring you 
assures accuracy ee ee profit and many sales. 





S. NATHAN & CO. 1N< 
71-73 NASSAU STREET, NEW YORK , 
BRANCH OFFICE—10 WEST 47th STREET, NEW YORK I 





DIAMONDS — PEARLS — PRECIOUS STONES 











George T. Brodnax Elected President of George 
T. Brodnax, Inc., Memphis, Tenn. 


MempPuHis, TENN., Nov. 3.—George T. Brodnax, son 
of the late George T. Brodnax, founder of George T. 
Brodnax, Inc., has been elected president of the firm to 
succeed W. W. Deupree, who died recently. He has as- 
sumed his new position. 

Mr. Brodnax was raised in Memphis. After leaving 
college he served in the World War overseas, and, re- 
turing, entered the store as a clerk, later becoming a 
member of the board of directors. 

E. P. Peacock, president of the Union and Planters 
National Bank & Trust Co., Memphis, and head of a 
bank at Clarksdale, Miss., was elected vice-president of 
the firm. 





Death of Joseph Rifkin 


Joseph Rifkin, president of Rifkin & DeJong, diamond 
importers at 10 W. 47th St., New York, died Oct. 17 
at the Mount Sinai Hospital. He had been there under 
observation for three weeks, and when an operation for 
appendicitis was performed, complications set in which 
resulted fatally. 

Mr. Rifkin was born in Moscow, Russia, in 1882 and 
came to the United States when he was seven years old. 
His first connection in the jewelry trade was with the 
gem business of his grandfather, the late L. Heller, with 
whom he started work as a boy at the age of 16. He 
remained in the employ of L. Heller & Son until 1924, 
when, giving up his position as traveler covering the 
Middle West, he formed the firm of Rifkin & Hart, 
locating at Fifth Ave. and 40th St. On Jan. 1, 1929, 
Mr. Rifkin bought out Hart’s interest and joined with 
Mr. DeJong, incorporating the business as Rifkin & 
DeJong, Inc., diamond importers, and moved the concern 
to the present address. 

Deceased was a member of the Chicago Jewelers’ Asso- 
ciation and was widely known in the industry. He leaves 
his widow and a daughter, Jean Rifkin. 

Funeral services were held Oct. 19 from the River- 
side Memorial Chapel, with burial in Mount Carmel 
Cemetery. 





New York Watchmaker’s Society Reorganized 
as the Horological Society of New York 


The New York Watchmaker’s Society, a body of rec- 
ognized watch and clock makers which has been in exist- 
ence since 1866, was dissolved at a recent meeting and 
a new organization formed, called the Horological Soci- 
ety of New York. The purposes of the new association 
are as follows: To establish (a) a technical library con- 
sisting of the latest publications and periodicals pertain- 
ing to horology; (b) the presentation of a series of lec- 
tures on horology and kindred subjects; (c) technical 
discussions on horology to facilitate an exchange of ideas 
and helpful information, and (d) social recreation and 
entertainment. 

The following are a list of the officers of the new 
society: President, R. Salomon; vice-president, Jacques 
Leroy ; secretary, J. L. Gruener; treasurer, F. Knoll, and 
librarian, R. Walter. 
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the 
beautiful 


The lure of jade is 
universal. Its subtle 
beauty makes it as 
popular in this coun- 
try as in the East. It 
is the choice of the 
discriminating always. 


The retail jeweler can 
stock and sell fine 
jade with satisfaction 
and profit. It will give 
him prestige and build 
up a most desirable 
clientele. 


Let us supply you with 
the fine jade your cus- 
tomers want. 
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PEARLS 
PRECIOUS STONES 





Call Bryant 2587 and 
have your Uncompleted 


Pieces of Jewelry Filled 


at ()Jmce - - - - 


Complete assortment of Fancies 
and Round Stones—from one to a 
thousand—at actual market prices 








L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City 


PARIS ANTWERP LONDON 
2 Diamond House, Hatton Garden 


26 Faubourg St. Honoré > Rue des Fortifications 
ES Nt a 





























“Stability of the Diamond Market” — 


American Jeweler in Antwerp Analyzes Market Condi- 
tions and Tells Why Fine Gems will be Scarcer 


ANTWERP, Oct. 7, 1930. 


Editor, THE JEWELERS’ CIRCULAR: 

Mr. Willson’s editorial published Aug. 28, entitled 
“The Stability of the Diamond Market,” as a lucid, 
cogent and intelligent expression of diamond conditions, 
as they now exist in the world, interested me quite a bit. 

Mr. Willson knows his subject matter, even when he 
reasons in generalities, as he does in this case—but in the 
main, he is quite correct in all his contentions and faithful 
toward his convictions. It is true, that the Diamond 
Syndicate of London markets a greater part of the rough 
product, controlled by the South African Government— 
if taken for granted, that Mr. Willson in his article re- 
fers to British South Africa. One must not forget or lose 
sight of the fact, that diamonds are found in Africa, 
other than under British dominion. South America, too, 
produces its quota in rough, which finds its way into the 
world markets, along sources, legitimate. 

I use the word “legitimate” advisedly, because, some 
rough is smuggled into European markets, via even Brit- 
ish South Africa; also Portuguese East Africa and Guiana 
in South America. By smuggled, I mean goods not 
checked up by the government, or those goods which slip 
beyond the pale of control. 

Of course, the rough from these latter sources has but 
little bearing upon the prices prevailing at this time, as 
the quantities are not large enough to affect even a small 
part of the market. We in the diamond and jewelry 
trade ought to be thankful, that the greater part of the 
rough diamond output is handled by the London Syndi- 
cate, which for years has maintained a consistently wise 
and farsighted policy. 

I have been in Antwerp since February, where our firm 
now has its headquarters, and it has enabled me to be in 
continuous touch with the cut goods markets, both here 
and in Amsterdam. Mr. Willson’s statement about the 
cutting down of the finished product to about 50 per cent 
in these two great diamond marts, might have been cor- 
rect at the time he wrote his article, but it is way above 
the figures existing now. At present I venture to state, 
that of approximately 30,000 cutters, cleavers and pol- 
ishers in Antwerp, only 30 per cent or even less are 
working. In Amsterdam, with about 5600 diamond 
workers, I doubt if more than 20 per cent are employed. 
Many factories are shut down altogether, as a profit at 
present, on medium quality goods and eight-facets cannot 
be made; more often a loss is incurred. The owners of 
the cutting works in many instances do not choose to 
work for nothing or risk their money in the bargain— 
and one cannot blame them. The finished product in 
medium, small and cheaper goods (as just stated), is not 
bringing the prices of a year ago, even though there has 
been little or no reduction in the price of rough. ‘These 
lower figures are simply due to the big stocks on hand 
at the start of the crisis and to the lesser demand in con- 
sequence, a condition that prevails in almost all other 
commodities throughout the civilized world. 


When one figures, that many prime necessities and 
basic commodities have reached their lowest level in years, 
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jn cresting fees about Mikimoto Pearls 


GENUINE PEARLS CULTIVATED 


WENTY-THREE years of experiment 
were spent by Mr. K. Mikimoto in de- 
veloping a perfectly spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of 
care by the diving girls must follow before a 
sizable pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or 
young pearl oysters. 


The pearl culture farms of Mikimoto which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise 
and sell profitably. 


K. MIKIMOTO~ 


535 FIFTH AVE NEW YORK 








one cannot help but note, how wonderfully well the price 
of rough diamonds in comparison with all other raw prod- 
ucts, has been maintained. ‘This especially holds good 
where fine large diamonds are concerned, and for dia- 
monds which in the trade are called “gems”. 

About six weeks ago, I had an order from one of my 
clients in the States, to buy as many round, fine, white, 
perfect stones over three carats in size as I possibly could 
get hold of. After six weeks looking about in Antwerp, 
Amsterdam, London and Paris, I have as yet been unable 
to fill this order. Naturally some stones can be found, 
but at high prices that would make the average American 
importer and jeweler gasp in amazement, despite the hue 
and cry of cheaper prices. This only tends to illustrate 
the scarcity of the better class of merchandise. In what 
other staple, will you find this in the world at present? 


Many people say that a diamond is not a necessity— 
I say it is! There are forever, engagements, marriages, 
anniversaries, birthdays, presentations and other celebra- 
tions, mostly all of them invariably calling upon the dia- 
mond as the token of sentiment and esteem. If your 
readers will think this over a bit, they will agree with 
me, I believe. 

I unhesitatingly and emphatically state, that decent, 
salable diamonds, as used by many “bunch ring” houses, 
jobbers and the better retailers, are growing scarcer all 
the time. With sporadic cutting going on, and the market 
being drained little by little of these decent goods, the 
time is not too far distant when this merchandise, in a 
measure, will be in big demand. ‘The man who manu- 
factures can then at least command a small profit for his 
labor and he will be encouraged to start production again. 


There is no question at all, that the allied diamond 
and jewelry trade is suffering with the balance of the 
whole world during this present crisis, but the trade should 
bear in mind that there is no reason to be pessimistic 
where good diamonds are concerned. 

I am sure that the British South African Government 
and the London Diamond Syndicate will maintain their 
prices (and they have every reason to do so), more 
especially so on rough diamonds of the better and finer 
qualities, despite every force working to the contrary. 

I say to the jewelers throughout the country, that if 
your diamond dealer shows you stones that look right— 
“BUY” !—This is my advice. 

Yours very truly, 
(Signed) James J. Logs. 





Toledo Jewelry Firm Urges Retailers to Get Rid 
of Fear 


ToLEepo, Ou1o, Nov. 1.—Emphasizing the advice to 

“get rid of fear,” circulars were recently sent out to 
nearly 1000 jewelry dealers in the Toledo trade area, 

particularly in northwestern Ohio and southern Michi- 
gan, by the W. F. Broer Co. 

The message contained in this circular is founded upon 
the principle of the ‘BUY NOW CLUB,” which is de- 
signed to help promote the return of prosperity and to 
relieve unemployment. The Broer announcement says: 

“Have your local newspaper start a ‘BUY NOW’ cam- 
paign, if not already under way,” the circular urges. It 
even supplies them with the ‘BUY NOW’ pledge. 
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WM. 8S. HEDGES & CO. 


IMPORTERS 


DIAMONDS 


Established 1878 
Incorporated 1911 


NEW YORK CITY 








AMERICAN GEM & PEARL CO. 
SIX WEST FORTY-EIGHTH STREET 
Dealers—Cutters—Importers 
NEW YORK 


London 





Rubies 


Sapphires 
Chinese Jade 


Aquamarines 


GEMS 


Emeralds 


Catseyes 

Star Rubies 
Star Sapphires 
Black Opals 
and other 
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Turquoise the December Gem 
(From page 105) 


iron pyrites. Its cleavage is imperfect, its fracture un- 
even, and its luster vitreous. In color it runs from light 
blue to greenish blue and sometimes shades toward the 
violet. 

It is not a definite mineral, but a mixture of several 
minerals of the sodalite group, composed principally of 


Per cent 
Ne CD onc v kev eyadeanennwe about. 43. 
CREM 6 cic ec cnessess about 22. 
RD GED nck dewsnancsexwned about 14. 


with smaller amounts of ferric oxide, sulphur - 
anhydride, soda and sulphur. 


The beauty of the stone depends entirely upon its 
color, the finest specimens being a dark azure blue shad- 
ing off to a blackish blue. 

Its hardness is about 5% on Moe’s scale, its specific 
gravity lies between 2.38 and 2.42. 

The stone has nothing in common with the so-called 
false or “Swiss” lapis, which is agate or jasper artificially 
colored. Swiss lapis makes a fair imitation of true lapis, 
but is easily distinguished from the genuine, as it is both 
harder and heavier. 





Will They Buy Better Jewelry? 
(From page 111) 


bought with the same amount of money in anything but 
jewelry. 

“ , . that nothing less fine will properly express his 
affection. 

“. , . that nothing cheaper is worthy of the recipient. 

“. , . that the extra money involved buys a greater 
amount of satisfaction, enough greater to justify its ex- 
penditure.” 





Plans for Promotion of Virgin Diamonds Discussed at 
Cincinnati Conference 


CINCINNATI, Nov. 1.—A meeting of importance to the 
diamond industry is taking place in Cincinnati, this week, 
starting today and continuing for four days. The meet- 
ing is being attended by wholesalers from many sections, 
and among those participating are Meritt Hurlbut of 
H. O. Hurlbut & Son, Philadelphia; Harold Page of 
M. S. Page Co., Boston; Adolph Possin of Bossard- 
Possin Co., Milwaukee; Herbert and Gene Kiger of 
‘C. A. Kiger Co., Kansas City, Mo.; Samuel Hall of Hall 
Bros. & Co., Pittsburgh, and Harry Greenwold and 
Charles J. Grift of the Greenwold-Grift Co., Cincinnati. 

These wholesalers have met to discuss the subject of 
the national and local advertising of sales promotion of 
genuine virgin diamonds, that is, diamonds that have no 
history and practically come through the cutter and im- 
porter direct to the consumer without having been worn 
‘by others and recut. 

The visitors to the city will be welcomed by a special 
radio broadcast over Station WKRC tomorrow (Sun- 
day), Nov. 2, at 5:30 p.m., and as a climax to their meet- 
ing here, Harry Greenwold and Charles J. Grift are 
entertaining the visiting wholesalers at the new Kenwood 


‘Golf Club and the Ryland Lakes Country Club. 
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AD Leveridge. 











MILLIMETER 
GAUGE 


Save sales and 
time by ordering 
stones of your 
dealer, accurately 
by phone or wire, 
using the A. D. 
Leveridge Auto- 
matic Millimeter 
Gauge. 








No Gauge of 
This Type Is 
Produced 
by Anyone but 


The Loose 
Diamond 
Firm of 


A. D. Leveridge 
12 East 54th Street 
Standard Equipment New York 

in Busy Stone Offices and at 

on Both Sides of the 


Ocean Vaucresson 




















France 





Their Agents FOR THE GAUGE ONLY 
HARRY A. PINOVER, Jr. 


c/o Joseph Rosenberg, 
527 Fifth Ave., New York 
Murray Hill 4153 
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T Special Order Work. 


4 Cutting—Incrusting. 
Mail Your Jobs 


N Importers of Precious and Imitation 
Stones 


E 22 W. 48th St. 
te New York City 
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PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 WEST 46TH STREET, NEW YORK CITY 
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The Most Fascinating Gem Amon 
A Full Line of All Shapes & Sizes in Blue, whites & fy Colours 





GENUINE 


Japanese Cultured Pearls 


DIRECT FROM THE FISHERIES 
COMPLETE ASSORTMENT—PRICES REASONABLE 
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the center section can be 


The jeweler’s twin ambitions are fully realized when amen enh se O64 
he stocks merchandise of fine reputation and calibre. brooch and the straps as 
° bracelets; or as it is 

The House of Quality and Value Ace canaies the 


MARCUS FELDM AN mond bracelets. 


1501 BROADWAY CHICKERING 6690 PARAMOUNT BLDG., N. Y. C.. =~ ™: = 
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- An extensive line of 
Star Sapphires and Star 
Rubies in Rings, Cuff 
Links and Dress Sets. 





The growing demand 
for the Star Sapphire is 
merely a natural tribute 
to this fascinating gem. 





GEMS OF FASCINATION 


Louis N. MArx 


551 FIFTH AVENUE NEW YORK ; 




















Luncheon Meeting of Jewelry Crafts Association 


A luncheon meeting of the Jewelry Crafts Association 
of New York was held Oct. 22 at the Lobster Restau- 
rant, 156 W. 45th St. Otto D. Wormser, president of 
the National Jewelers’ Board of Trade, addressed the 
members on the subject of “Credits,” and a presentation 
was made to Walter P. McTeigue, past president of the 
organization. 


After Mr. Wormser’s speech, which was met with 
hearty acclamation, Robert Steele, chairman of the board 
of directors of the organization, introduced to the gather- 
ing several prominent members of the trade who were in 
attendance. They were Emil Kohn, B. L. Shinn, Charles 
T. Evans, Edward F. Lilley, T. Edgar Willson, M. D. 
Rothschild, and A. Verber. 


The feature which brought the luncheon to a close was 
the presentation to Past President Walter P. McTeigue 
of an antique silver epergne, which had been in the pos- 
session of a noble Russian family for over 100 years and 
was brought from Europe especially for this purpose. In 
making the presentation, Mr. Steele said: 

“For five years you have served the Jewelry Crafts 
Association faithfully and well, but it is not for that rea- 
son that I am addressing you today on behalf of the asso- 
ciation, or because you have ably steered the association 
during those years clear of the shoals and reefs besetting 
its course, but because your single-hearted honesty of pur- 
pose and expression have endeared you to all your asso- 
ciates. 


“It is a double privilege for me to present to you this 





token of the warm personal friendship, high regard and 
sincere gratitude of the officers and members of the 
Jewelry Crafts Association.” 





Cleveland Twenty-four Karat Club Directs 
Successful Scarf Pin Campaign 


CLEVELAND, Onto, Nov. 1.—The oft heard complaint 
that trade organizations do not accomplish anything does 
not hold good in the case of the 24 Karat Club of Cleve- 
land. Members found that scarf pins were one of their 
slowest moving items. It looked as though the public had 
forgotten there was such a thing. They discussed the 
matter at a regular meeting and instead of letting it go at 
that or blaming the business depression, got busy to remedy 
the matter as far as possible. 


The club has a mailing list of 160. Two letters were 
sent out about a week apart. “These instead of having the 
name and address filled in, were simply headed: “Notice”. 
The gist of the contents was that the club felt that scarf- 
pins could be sold if they were properly displayed and 
pushed. The only cost would be the refinishing of any 
scarf pins in stock that needed it. The snappy display card 
for use in window or on counter, printed in gold and black 
was then mailed to the list. 

The Cleveland News, an evening paper heard of the 
campaign and had Fay King a feature writer cover 
it. The article was illustrated with five humorous 
sketches and run at the top of the page, and was splendid 
publicity. The entire cost of the campaign was $150. 
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THE ALLURING GEM OF OLD RUSSIA 


LAPIS LAZULI 


Fashions and jewels go hand in hand. The long Russian tunic is in favor 
again and that means increased interest in Lapis Lazuli. Necklaces, brace- 
lets, earrings, brooches, rings—all designed for the fascinating Lapis Lazuli, 
and mounted in 14K. yellow gold. Charming, sophisticated jewelry— 
created to fill a demand that already exists. 








A comprehensive collection A complete stock of antique 
silver jewelry consisting of 


lockets and chains, brace- 
lets, necklaces, earrings and 
costume pieces. 


LEO ELWYN & CO., INC. 


NEW YORK 


of genuine antique jewelry 
set with real stones always 


on hand. 




















23 WEST 55th STREET 
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BLACK ONYX PENDANTS . 
= 
The floral display on black 


onyx is one of a distinctive 
number of Edge creations. 
They are smart and fashion- 
able... therefore profitable. 














SOLD THROUGH WHOLESALERS 


W. C. EDGE 


JEWELRY COMPANY 


480 Washington St., Newark, N. J. 
New York Office: 15 Maiden Lane 


The speed you need 


You may have mis-planned for your Christmas 
demands in this uncertain year-of-trade. Should 
your stock need quick replenishing, write us, call 
us, wire us. We are adept in smart, fast service. 


Platinum and White Gold Ring Mountings 


Mounted Diamond Rings 
Emblem Jewelry of All Kinds 


The Dorst Company 
Manufacturing Jewelry Craftsmen 


2100 Reading Road Cincinnati, Ohio 
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No. 8122 Compotier 
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Coaster Set, 
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Last Minute” 
In Sterling, beautifully 


Gifts 
made and finished 


AT POPULAR RETAIL PRICES 







Advertised 
Nationally 


These 
items _ 
are 
but 
six 
of 

the 
five 2 

to 101 PIECES IN SOLID MAHOGANY CHEST 
twenty- $250.00 to $295.00 


five 
dollar 
gifts 
that 
do 

not 
stay 

on 

your 
shelves. 


Sell 

Flat Silver 

as a Unit Sale 
for a 
Christmas 
Present 





UNIQUE, -PRACTICAL, POPULAR 
THE BUFFET DRAWER SERVING TRAY 
26 Pieces — $49.00 to $55.00 
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a . The Modern Note in Silver 


Beautiful Creations of Master Craftsmen Ex- 
hibited at Third International Exhibition 
: 4 of Industrial Art 


An unusually interesting 
exhibition of decorative metal was included in the Third 
International Exhibition of Industrial Art, which opened 
at the Boston Museum of Fine Arts on Oct. 15. 

About 500 pieces, which included examples of door- 
knockers, trophy cups, cigarette boxes, fencing foils, lamps, 
and table service, filled several galleries and overflowed 
into the halls of the museum. 

The assembled metal work represented the creative 
efforts principally of Germany, Sweden, France, and some 
revealing modernisms even from conservative England. 
Unfortunately, there was not much of American crafts- 
manship to be found. 

The metals and techniques were pleasingly varied, em- 
bracing silver, pewter, inlaid and painted brass and cop- 
per, iron, aluminum, lead, bronze, zinc and a few exam- 
ples of enameling. 

Much of the European silver has responded to the 
modern trend in an original manner, giving a valuable 
impetus to modern design. 

The exactions of quantity production affects every 
branch of applied art, and in none is it more noticeable 
than the general run of commercial silver produced by 
stamps and dies. Thus it was of added interest to find 
such diversity in the design of table service, of which the 
metal division was largely composed. 

In contrast to this overworking of the old and out- 
dated styles, the European craftsman has been creating 
individual forms in silver for the last thirty years, the 
Germans carrying this idea farthest. 

This exhibition shows most clearly that with charac- 
teristic zeal they are concentrating upon the effort to pro- 
duce “type forms” in which both the limitations and capa- 
bilities of the machine are recognized and which can be 
produced with the greatest speed and economy. 

Sweden with her wealth of iron and steel production, 
and desire to increase the artistic quality of her manufac- 





Hand-wrought 
chiselled covered vase 
“Tree Sprites,” de- 
signed by Omar 
Ramsden, England 


Silver sugar bowl 
with chased  geo- 
metrical design. Ex- 
ecuted by Lapparra, 
France 
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ADAM STYLE CHATEAU -THIERRY 


It has always been so! 


ATCH-UP business on Sterling Flatware 
will be good in December. It has always 
been so, regardless of everything else. 
Making Christmas gifts of additional pieces 
of Sterling is becoming more popular each year. 
And you may rest assured that there will be 
a very active demand for the William and Mary, 
Mary II, Early American and other famous 
“Treasure” patterns. 
The far-sighted Jeweler will fill up his stock 
of these patterns today, so as to provide his cus- 
tomers with the service they rightfully expect. 
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Feature “Treasure” patterns in your Christ- 
mas displays, for no other merchandise will 
obtain a more ready response. 


Sig 


ea MARY " 
STYLE 
Silversmiths . 


C) / 
CG reenfield , Hass 


Rogers. Lunt Cae Ca ; 1 








ENGRAVED 


Od 
Be 








































tures for the world market, proves with her exhibits that 
she has been giving considerable thought to this problem, 
as has England. 

Foreign firms and individuals have contributed gener- 
ously to the silver exhibit of the Federation. Outside of 
flatware, prominent American establishments are very 
poorly represented. 

Within the last year, however, well-known American 
silversmiths have brought out several designs in flat silver 
that are highly successful from the point of view of fine 
outline and very simple but pleasing surface treatment. 
One can feel only the greatest pride in comparing the 
beautifully proportioned silver cocktail shaker with its 








Silver tobacco box on spiral pyramiding by H. R. H. Prince Sigvard of Sweden 
concentric ring pattern. with the graceful coffee service by Arthur J. Stone of 
Designed by Kay Fisker, | G : 

Deomesh zardner, Mass. 


In this country decorative brass and copper have been 
used chiefly as material for trivial commodities. 

In France, however, the work of certain artist crafts- 
men in these metals has reached a high artistic level. 
Their creations have been more or less articles of luxury, 
but of late the general effect of these productions has been 
simulated by the use of etching and electro-deposition, re- 
sulting in various pleasing exhibitions of inexpensive bowls 
and vase shapes for lamps. 

All entries in the exhibition were selected to illustrate 
the progress of contemporary design toward a reasonable 
and beautiful style which would be suitable for present- 
day life and its needs. 

The exhibition closed here on Nov. 9. It will subse- 
quently be shown in the Metropolitan Museum of Art, 
the Art Institute of Chicago, and the Cleveland Museum 
of Art. ' 


Right—Silver sugar bowl 
by Lapparra—French 





Silver hunting cup de- Below—Tea and coffee 
signed by Charles set, France. Designed 
Thomas . and executed by Henry 
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A Silver Christmas 


The entire Wallace organization at Wallingford and 
the Wallace representative who calls on you extend 
to you their best wishes for a Merry Christmas and a 
Happy New Year. 


We want to thank every jeweler for his splendid co- 
operation during the past year and for the enthusiastic 
reception given the new pattern, “Reflection.” 


“Make This a Silver Christmas”—our recommendation 
to every jeweler! With “Reflection” and other exquisite 
Wallace Dresser Silver designs you have the foundation 
for a successful campaign. You have doubtless discov- 
ered that your customers this year, as never before, are 
looking for gifts “that look the money.” And Wallace 
Silver with its high quality, smart styles and permanent 
value is right in line with current buying trends. “Make 
This a Silver Christmas!” 


As for the Happy New Year—there’ll be new designs 
and effective dealer helps to aid you in gaining new 
customers. The Wallace sales-generating advertising 
will continue to make new friends for Wallace Sterling, 
Silver Plate and Pewter. | 


R.WALLACE & SONS 
MFG. CO. Silversmiths 


Wallingford, Conn. 


New York, 411 Fifth Ave. PHILADELPHIA, 1204 Chestnut St. 
Cuicaco, 10 So. Wabash Ave. SAN Francisco, 140 Geary St. 


Wallace are designers and makers of tableware, dresser silver 
and trophies in Sterling; tableware and trophies in Silver Plate; 
Early American and De Luxe Pewter ..... Founded in 1835. 


MEMBERS OF THE STERLING SILVERSMITHS GUILD OF AMERICA 
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“Rogers” Suit Filed in New York State 
Supreme Court 


The Oneida Community, Ltd., which controls fac- 
tories manufacturing the silver-plated ware stamped 
“William A Rogers, Ltd., and Simeon L. and Gcorge 
H. Rogers,” has asked the New York Supreme Court to 
restrain the International Silver Co. from the alleged 
representation that it has the only original and genuine 
Rogers line in silver plate. 

The action, one of the first involving the Rogers name 
that has been brought up for a long time, may settle the 
question of the right to the defendant to use the terms, 
original and genuine Rogers, in connection with its trade- 
marks which the company has claimed for many years. 

The long list of paragraphs take up 18 pages in the 
complaint, alleging many acts by the defendant to which 
the plaintiff objects. 

The court is asked to grant relief through injunctions. 
The complaint was served on the International Silver Co. 
through being served on the Secretary of State in New 
York. An answer by the International probably will be 
filled without delay. The issues involved are of con- 
siderable interest to the jewelry and silver trade at large. 





Features of the Many Jewelry and Silver Exhibits 
of the Leipzig Autumn Fair 


WasHinctTon, D. C., Nov. 1.—Competition was very 
keen among the 221 firms exhibiting jewelry and similar 
articles at the Leipzig Autumn Fair, 1930, according to 
a report from American Consul Ralph C. Busser, at 
Leipzig, Germany. 

“Cigarette cases in silver and enameled metal appeared 
in abundance,” says the report, “and exhibitors report 
that orders for them were satisfactory. Leather and 
wood cigarette cases were not in favor and were carried 
by only a few firms.” 


The report states further that “enameled cases were 
in the majority, with many color combinations. Black 
enamel with silver designs also took well with buyers. 
There was a medium demand for necklaces, especially the 
cheaper varieties, which were also ordered by foreign 
buyers. Rings in lower karat gold with various stones 
were less displayed than other jewelry and sold poorly. 
Several firms reported fair business in ladies’ combination 
vanity cases containing powder compact, cigarette lighter 
and small cigarette holder. 


“Chokers,” states the report further, “attracted favor- 
able foreign orders, as did better grade handbag handles. 
Beaded bags were displayed to a smaller extent at this 


Fair. 


“Small clocks and encased watches appeared in abun- 
dance and apparently were favorably received. The low- 
priced Black Forest cuckoo clocks, small sizes, attracted 
the usual favorable attention of German and foreign 
buyers. A small clock encased in colored glass and illu- 
minated by means of a packet battery in the base, also 
attracted attention of foreign buyers. 

“The older pin-fastened brooches have given way to 
the type with a clip arrangement, which exhibitors said 
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was popular with buyers at this Fair. Gold bracelets, 
mostly 14 karat; in widths of from % to 1% inches, were 
in evidence, as well as enameled articles in this line. On 
the other hand, gold wrist watch straps were displayed by 
only a few firms. 

“Exhibitors of silverware reported sales as small, with 
a tendency of buyers to favor plain and lightly hammered 
pieces over antique designs. Many of the larger firms 
displayed tea and coffee sets of plain silver with ebony 
handles. Two firms exhibited silver-plated cocktail 
shakers in Zeppelin form, containing four spoons, sugar 
container, four telescoping cups, and the usual strainer. 
These varied in size from 4 to | liter and were said to 
have been made especially for export to the United States 
and Great Britain. The factory price of the %4-liter size 
was $4.80. 





Giving Santa Claus the Air ¥ 

Giving Santa Claus the air, says Alvin Magnon, 
treasurer and manager of the Adams Jewelry Co. 
of Tampa, Fla., produces fine results during the 
Christmas shopping season. 

“We are on the air every day between 12 and 
12.30, which we call ‘Diamond Hour,’ said Alvin 
Magnon. “We broadcast only classical music, 
which is the type of music our analysis indicates 
most acceptable during the hour we are on the air. 
The program opens with this announcement: “The 
musical salutation that you have just listened to is 
that of “Diamond Hour,” broadcast each day at this 
hour through the courtesy of the Adams Jewelry 
Co., headquarters for engagement and wedding 
rings.’ Then in the middle of the program we give 
this type of message, ‘Adams Jewelry Co. wishes to 
remind you not to delay too long the jewelry remod- 
eling that you are planning for Christmas. Their 
manufacturing department is better equipped this 
season than ever before to make over your jewelry 
and reset your jewels. Special designs will be sub- 
mitted to accommodate your gems. Or you may 
select a mounting in which they may be set. 
An inspection of Adams’s line of mountings will 
convince you that the cost of modernizing your 
jewelry is far below what you may expect it to be. 
But, remember, Christmas will be here before long, 
so don’t delay.’ ” 

And so another avenue of publicity blazes a 
path that directs its business energies into this 
.\ aggressive Florida store. 
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Salesman Reports Loss of Diamonds 


Kansas City, Mo., Nov. 10.—Morris Feinberg, dia- 
mond salesman of Los Angeles, reported the loss or rob- 
bery of diamonds valued at $40,000 in the Union Station 
here this morning. He had just arrived from Wichita, 
Kan. 

He also carried in his trousers pocket four diamond 
bracelets valued at $30,000. These were not lost. Mr. 
Feinberg, who is 40 years old and has been a diamond 
broker for the past 12 years, said that the jewels were not 
insured and only partly paid for. 
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SHEETS-ROCKFORD SILVER CO. 
1008 Mulberry Street, Rockford, III. 


Please hurry your Prize Trophy catalog to me, and 
tell me more about Trophy profit-possibilities. 





WINTER 


SHEE 


ROCKFORD 


SPORTS 











you'll profit by selling 
SHEETS-ROCKFORD 


TROPHIES 


This winter, right in your 
own town, thousands of boys 
and girls, mea and women, will 
again take part in winter sports, 
outdoors and indoors. They’ll 
do so with a keen desire to 
excel, and capture the prizes. 
There’s your chance to capi- 
talize by furnishing the prize 
trophies. 

For every sport and game 
there’s a Sheets - Rockford 
trophy that is appropriate, beau- 
tiful and sure to be prized by 
the winner. Only the finest ma- 
terials and workmanship go 
into these prizes of silverplate 
and pewter. In trophies there 
are cups, shields and figures of 
every desirable type—in prizes 
of greater utility are cocktail 
sets, table services, and many 
other articles sure to please. 

Also, we offer you the Sheets- 
Rockford “Sports-Etching” ser- 
vice which permits you to 
render trophies suitable for any 
occasion without carrying a 
huge stock. Trophies and ser- 
vice are described in detail in 
our catalog. 

Make up your mind to get 
your share of prize trophy 
profits—and get ready for them 
by sending for a catalog now. 
You'll profit more by writing 
today. 
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TRACE MARK 


STEmune 


Repoussé Sterling Silver 
Tea and Dinner Ware 
Flatware to Match 


Per Doz. 
Individual Salad Forks $18.00 
Orange Spoons 18.00 
Oyster Forks 15.00 
Coffee Spoons 8.00 
Butter Spreaders 20.00 


Subject to Trade Discount 
Send for Price Lists 


Reproductions of Quality Our Specialty 


The SCHOFIELD COMPANY 


JOSEPH D. LITTLE, Manager 
Charles At Pleasant Streets 


BALTIMORE 


Established 1871 


December, 1930 
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Silver Manufacturing Held Its Own in 1929 
According to Latest Census Statistics 


WasHincTon, D. C., Nov. 8.—The Bureau of the 
Census announces that, according to a preliminary tabu- 
lation of the data collected in the Census of Manufac- 
tures taken in 1930, the total value of silverware shipped 

‘or delivered in 1929 by establishments engaged primarily 
in the manufacture of this commodity amounted to $25,- 
042,853, a decrease of less than one-tenth of 1 per cent 
as compared with $25,052,990 reported for 1927, the last 
preceding census year. The total for 1929 is made up as 
follows: Flatware (including cutlery), valued at $10,- 
967,887; hollow ware (except electrical household ap- 
pliances), $10,081,505; novelties, toilet ware and other 
articles, $3,993,461. 

In addition, silverware is manufactured to some ex- 
tent as a secondary product by establishments engaged 
primarily in other lines of manufacture. The value of 
silverware thus produced outside the industry in 1927 was 
$2,704,166, an amount equal to 9.7 per cent of the total 
value of this class of products made in the industry. The 
corresponding value for 1929 is not yet available but will 
be given in the final report of the present census. 

The statistics for 1929 are summarized in Table 1, 
with comparative figures for 1927. Detailed product 
statistics are given in Table 2. The figures for 1929 are 
preliminary and subject to revision. 


TABLE 1.—SUMMARY FOR THE INDUSTRY: 1929 AND 1927 


Per Cent 
of Increase 
or Decrease 





1929 1927 (—) 
Number of establishments 84 84 Ss 
Wage earners (average 
for the year)’......... 5,015 4,967 1.0 
SS eee $7,662,971 $7,803,183  —1.8 
Cost of materials, contain- 
ers for products, fuel, 
and purchased current’,’ $10,253,335 $11,165,068 —8.2 
Products, total value’..... $30,766,258 $30,704,218 0.2 
Silverware ............ $25,042,853. $25,052,990 ¢) 
Other products, value, 
and receipts for cus- 
WOM WEEE «obo ok ces $5,723,405 $5,651,228 2.3 
Value added by manufac- 
RN oe hk 5, 5 dean's wets $20,512,923 $19,539,150 5.0 





1Not including salaried employes. The average number of wage 
earners is based on the numbers reported for the several months of 
the year. 

2 Manufacturers’ profits cannot be calculated from the census figures 
because no data are collected for certain expense items, such as interest 
on investment, rent, depreciation, taxes, insurance, and advertising. 

®The cost-of-materials item for 1927 is not strictly comparable with 
the corresponding item for 1929 because of the fact that the schedule 
for_1927 provided for the inclusion of data on the cost of shop supplies, 
whereas that for 1929 stated that such data should not be included. 

*Less than one-tenth of 1 per cent. 

5 Value of products less cost of materials, containers for products, 
fuel, and purchased electric current. The figures for_1927 are_not 
strictly comparable with those for 1929 because of the change in the 
cost-of-materials item. (See footnote 3.) 


TABLE 2.—SILVERWARE—PRODUCTION, BY CLASS AND VALUE: 1929 


Value 
Silverware (sterling), total value................. $25,042,853 
Flatware (including cutlery)................... 10,967,887 
Hollow ware (except electrical household appli- 

BOOM iit, Oulu Lora cna tne Taare 10,081,505 
Novelties (except electrical household appliances) 1,075,375 
et IMO isilc Sra NER He Ck ae eee 1,474,386 
Unter MR chest. aes nnd pera (arate ee ails 1,443,700 
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225 Fifth Ave. 


compare 


danish pewter 


with sterling silver 


|g you were to look at a piece of 
Danish Hand Hammered Pewter 
along side of a piece of sterling sil- 
ver, it would be difficult to distin- 
guish one from the other without 
close examination. It has all the 
brightness of silver and yet never 
tarnishes like silver nor turns black 
like most pewter. The finest artists 
and craftsmen of Denmark have 
combined in making this complete 
and beautfiul line of hollowware. 


E. TORNOE CO. 


Eastern Representative: S. A. Holmstrup 
Middlewestern Representative: W. S. Gray 





New York 
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ROBERT BRUCE 





SA Sterling Flatware Design with a modern 
Interpretation of an Ancient Norman Motif 


Endowed with the charm 
of an ancient Norman de- 
sign, with three tined fork, 
this NEW Sterling Flat- 
ware by Graff, Washbourne 
& Dunn, is at once expres- 
sive of distinction and re- 
finement. Modern and mod- 
ernistic craftsmanship is re- 





Trade Mark 


Manufacturers of 


ware for more than 














80 years, 142 West 14th Street 


flected in the design, and in 
style and price it is in a class 
by itself . . . non-competi- 
tive. When decorated with 
fine hand chasing, Robert 
Bruce Flatware is a perfect 
match for our well-known 
French Border Service of 
hollowware. 


<<>> | GRAFF, i & Dunn 


the finest in silver- Specialists in hand-made Sterling Hollowware to order 


New York City 


























FINE COFFEE SERVICES 





CURRIER & ROBY, 217 E. 38th St., New York 


SET No. 1097 
FINELY FLAT CHASED 
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Nation’s Capital Sees Great Sterling Silver Show 


WasuHinctTon, D. C., Nov. 12.—The Sterling Silver 
Fashion Show given by the Sterling Silversmiths Guild 
of America in cooperation with Washington’s jewelry 
and department stores, at the New Willard Hotel, which 
started Monday and will continue until Nov. 15 is prov- 
ing to be, for the people of this city, both highly instructive 
and entertaining. Over 600 people attended the opening 
and heard the address by James J. Davis, Secretary of 
Labor, on the modern trend of industry. 

This fashion show was the first opportunity of its kind 
given to the public to study modern styles and correct- 
- ness in sterling silver and table settings and to consult 
with table etiquette authorities and silver stylists. 

Well advertised here it is being thronged daily and the 
opening night was a society affair. Cards were sent for 
the formal opening to members of the diplomatic corps, 
government officials and other prominent people. Myer 
Davis’ orchestra and two well known soloists of Wash- 
ington entertained. 

The program for the week opens with a talk by George 
E. Ball, the eminent authority on old silver and period 
design. Tomorrow Mrs. Stuart Northrop, style con- 
sultant for the Guild, will speak on-Practical Flat Silver 
Units. The next evening Miss Grace Cornell of the 
Metropolitan Museum of Art, New York, will lecture 
in the Palm Room, and the last afternoon Miss Helen 
Ufford, assistant editor of the Delineator will talk on 
silver from still another viewpoint. 

Every day a showing of the new United States Bureau 
of Mines motion picture “Heirlooms of Tomorrow” 
reveals the story of silver from the mine to the table. 

The exhibits present the final smart word in table 
settings in appropriate surroundings. The gold table 
displays an entire gold service in the Renaissance manner 
and was a composite table with designs from all the 
members of the Guild. 

The Gorham Co. sets a beautiful formal dinner table 
with the concern’s Versailles flat silver. A gold rayon 
table cloth is used and two five branch candelabra. 

R. Wallace & Sons present a well arranged buffet 
supper displaying their antique design. A formal tea 
table carries the orchid pattern made by the International 
Silver Co. 

The beauty of all the exhibits is enhanced by fine china 
loaned by Lenox Inc., exquisite linens and laces from 
Mosse and period furniture from local dealers. 

The Towle Mfg. Co. sets a formal luncheon table 
with “Lady Diana” silver. Flowers and in some cases 
artificial food made the tables look ready for guests. 

Using furniture in the French style an appropriate 
setting is made for an informal tea table carrying a Du- 
Barry tea set by Dominick & Haff. A breakfast table 
with colored cloth and Lenox china in the Renaissance 
design harmonizes well with the Alvin Co’s flatware in 
the “Della Robbia” pattern. The glassware used with all 
settings was furnished by the Corning Co. 

A home dinner table with a background on antique 
furniture shows the early American silver of the Rogers, 
Lunt & Bowlen Co. Boudoir silver for men and women 
is changed daily to display different styles artistically ar- 
ranged on dressing tables and chifforobes. 

(Turn to page 178) 
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THE STRONGEST SENTIMENT 
THAT -EVER ATTRACTED 
A JEWELER’S PROFIT 


NATIONALLY ADVERTISED 


Diamond-Heart Ring 


Unique designs and quality construction are 
back of Diamond-Heart Wedding rings. 
Made in Platinum and 18K White Gold, 
full diamond set, or partly set; also 
may be had carved without dia- 
Write for an interest- 
ing catalogue and prices. 











Sole Manufacturers 


THE DIAMOND-HEART CO. 


MAKERS OF JEWELRY SINCE 1907 








62 W. 47th Street New York City | 




















THE JEWELERS’ 


FOOTBALL 





CHARMS 


MR. JEWELER 
Increase your profit without adding 
to your stock. 


Your local school or college is a 


very likely prospect right now. 





We will send an assortment of samples 


at prices that will assure you the order. 


The 


time is here and we are ready to assist 


Don’t overlook the possibilities. 


you. 


THE ROBBINS COMPANY 


Attleboro, Mass. 
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RALPH HITZ 





BUSINESS MEN say 


It's Good Business 


to stop af 








HERE’S something pleasantly pros- 

perous in the sound of “You can 

get me at the Hotel New Yorker.” 
That’s just one of the reasons so 
many business men are always regis- 
tered with us. 


The New Yorker has 2500 rooms, every 
one with radio, tub and shower bath, 
Servidor and circulating ice water. 
There are four popular-priced restau- 
rants, including Coffee Shop. Rates 
from $3.50 a day. 85% of the rooms 
are $5, or less. 


The New Yorker is so easy to reach... 
from anywhere. Tunnel to Pennsyl- 
vania Station. B. & O. Motor Coach 
connections. 


Manhattan’s Largest and Tallest Hotel 
34th Street at 8th Avenue, New York City 


Managing Director 


NEW YORKER 
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An enterprising jeweler 
who was determined to realize something more than his 
usual profits on the Christmas season decided that, as he 
was urging every one else to give, he would do a little 
giving himself. He determined that he would do it in 
a way that would show his sincere friendship to his cus- 
tomers and that he would not use his idea to stimulate 
sales in any direct way, except as all good-will building 
stimulates sales. 

He went over his gift department carefully and made 
up a list of every item that suited his purpose. He also 
included some numbers from his regular jewelry stock. 
Starting with leather goods, he bought some simple acces- 
sories to go with his handbags. His first purchase was 
several dozen fine linen handkerchiefs, of an acceptable 
grade but, of course, not too expensive. Each of these 
he sealed in a small cellophane envelope, on which was 
neatly printed “Christmas Greetings from Jones and 
Company.” Whenever a handbag was sold, after the 
sale was completed, the salesperson said politely, “We 
also wish to give a small present to the lady for whom 
you are purchasing this bag. Will you please select one 
of these handkerchiefs?” and displayed four or five dif- 
ferent handkerchiefs in their little envelopes. This par- 
ticular merchant felt that all white handkerchiefs would 
be the safest choice, but in this colorful age probably a 
tew standard colored designs, if well chosen, would be 
generally popular. 

The customer’s: selection was then inclosed in the 
handbag, and the whole wrapped in the special box or 
paper used that Christmas. 


For evening bags, or for any bag which retailed at 
$20 or more, he used a small enameled compact. He 
had these made up in several 
different colors and fitted with 
powder of various standard 
brands. These cost him ap- 
proximately $1 each, and the 
handkerchiefs not more than 
30 or 35 cents, at wholesale, 
of course, so he used the hand- 
kerchiefs in all of the less ex- 
pensive bags—mesh, leather, 
metal links, etc. 
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A Gift Sold 'S 


; A. C. Werner 
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For the cigarette cases and boxes he used cigarettes of 
the four or five most popular brands. He tried first to 
fill each case or box with the preferred brand, but found 
that this was troublesome and looked messy, and had the 
further disadvantage of giving him no chance to get in 
his Christmas greetings. So he placed neat stickers with 
his Christmas wish and name on each package, and simply 
wrapped a package of cigarettes with each purchase. 
Here, again, no suggestion of the gift was made until 
after the sale was made. 


For other gifts he used any idea that was at all feasible, 
always remembering that good taste and a pleasant 
thought were behind his gift rather than any intrinsic 
value. For example, in the case of silverware, he in- 
cluded some small, carefully chosen piece of table linen. 
In no case was the expense of his gift to exceed a very 
small percent of the purchase. 


After he had used every bit of ingenuity he could sum- 
mon, and all the ideas submitted by an interested store 
force, there was still a large part of his stock for which 
no appropriate accompanying gift could be found. Still, 
he didn’t want to leave anyone out. The best solution 
he could find was to have a number of really handsome 
cards engraved and partly hand tinted in twelve or fif- 
teen different designs, and give one of these to every pur- 
chaser to use with his gift. Unfortunately, the card 
didn’t carry out the gift idea as well as he could have 
wished, as the store’s name appeared only in the en- 
graver’s mark, but at least it meant that no one would 
be left out entirely. 


He made absolutely no mention of his plan in his ad- 
vertising or otherwise. He adhered strictly to his origi- 
nal intention of demonstrating his good-will and Christ- 
mas spirit. Salespersons were instructed to make no ref- 
erence to either present or card until a sale was closed. 
The whole idea was carried out as a graceful gesture on 
the part of Jones & Company. The items, while 
trivial as an inducement to sale, were a pleasant accom- 
paniment to a sale already accomplished. 


The cost of the merchandise and cards ran upward 
of $500. Of course, people talked about them, and busi- 
ness was good, but he wasn’t sure it wouldn’t have been 
just as good, anyway, until several weeks after the Christ- 
mas Holidays. 
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The Pairpoint Corporation 
New Bedford, Mass. 


43-47 West 23rd St. . . New York City 
228 Coristine Building, - St. Nicholas St., Montreal, Can. 
150 Post St. ° - - ~ . San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 
GLASSWARE 





SILVER-PLATED 
HOLLOW WARE 


PEWTER 





P= PRIZE CUPS—TROPHIES 
RADIO LAMP 
Egyptian Gilt or Butler Finish FINE ARTS—LAMPS 


No. E3035/138 
“Yankee Whaler” Decoration 
This lamp is supplied with other decorations 
Illustrations sent on request 











P T. 


BAVARIA 
TIRSCHENREUTH 








PLACE PLATES and SHORT LINES 


Bohemian Crystal 
COMPLETE ASSORTMENT ON HAND FOR IMMEDIATE DELIVERY 


105-107 Fifth Avenue PAUL A,STRAUB&CO. —_ New York 


























































Information regarding 
gift items can be 
secured from The 
Jewelers’ Circular 
Gift Dept. 
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Gifts that Make 
Santa Claus’ Work Easier 


Italian blown glass, a quick seller 
for the jewelry store. The vase 
with the hand-wrought iron frame 
retails for $4; the long neck vase 
for individual flowers sells for 
$1:50, and the smaller vase for $2. 


Lighter and cigar- 
ette case to match, 
bound <..in — ostrich 
leather and mounted 
in an attractive gift 
box. Sells for $12.50 
retail. 





Ensemble sets for the costume 
jewelry counter. All color com- 
binations of jade, rose quartz. 
amethyst and cornelian or solid 
colors set in gilded sterling silver 
chain. The necklace retails for 
$20, bracelet, $18, brooch or hat 
ornament, $7, earrings, $4 and the 
ring, $4. 


Drinking glasses. May be had with a 
rooster design or assorted hunting scenes. 
The medium size is a cocktail glass and 
sells retail for $15 a dozen. The large 
size is an old-fashioned cocktail glass and 
sells for $18 a dozen, and the smail size 
is an old-fashioned whiskey glass, retailing 


at $12 a dozen. 
( 
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Goblet: 
moderate prices 


SS: li 
Yeceemtscernoee _ _ oe 





Exclusive Hand Gold Tooled 
LEATHER 





Desk Sets, Waste Baskets, Portfolios, Photo Frames, 
Photo Boxes, Book Ends, Jewel Boxes, Poker and Bridge 
Boxes, Cigar and Cigarette Boxes, Humidors, Phone Book 
Covers, Dictionaries. 


Made up in all shades of fine Morocco leather, crushed 
calf or the very popular Florentine leather. 


Write Dept. J 


FLORENTINE CRAFT CO. 


54 West 21st Street New York, N. Y. 














gee ... eye appeal and price appeal 


. an excellent means of increasing 


your clientele and speeding your turnover. 


No. 7662 line, decorated ‘‘Majestic’’ rock crystal, care- 
fully and expertly done. Best grade all crystal chalice 
bowl on slender, fancy, shapely stem. No. 7653 line, 
decorated ‘‘Marco,”’ silvery plate etching, bordered 
with platinum in harmony. All crystal; tall, graceful 
shape; carefully designed spiral stem; bowl flared but 
symmetrical. No. 7643 line, decorated ‘‘Vernay.’’ Ritz- 
Blue bow! with crystal stem and foot; low Old English 


shape combining quaintness of Fifteenth Century with 





modern smartness; platinum encrustation that stays 





bright and shining . . . a high-priced metal brought 


to a salable price level. DISTINCTIVE BOUDOIR SET OF SMART 
INDIVIDUALITY 





~ One does not require the knowledge of an expert to ap- 
MORGANTOWN GLASS WoRKS preciate the crystal clarity of King’s Enamels and delicacy 


Morgantown, W. Va. of design. 


. The exquisite pastel tints made to blend with motifs of 
Our representatives cover the country jade, rosequartz, cornelian, coral, turquoise and Russian 
lapis, and perfection of workmanship and materials give 
it an elegance that is unmistakable. 








KING’S ENAMEL AND SILVERWARE, INC. 
7-11 WEST 45th STREET NEW YORK CITY 












































Perfume for Jewelry Merchandising 


“Profits Come from Turnovers—Losses from Leftovers” 


By GERTRUDE H. GOULD 


Jeweler Gift Department—Coty 


Fleny Ford finds 


one gleam of hope in the present depression, “People are 
beginning to use their brains and as soon as they do, they 
must find a way out.” 

JeweELers’ CIRCULAR sees the crux of the jeweler’s 
solution in merchandising, and its columns have in the 
past few months contained good meaty advice. One of 

: the best articles which recently appeared was Ernest 

pone Mg Lael re cat A. Burrill’s, “This Thing Called Merchandising.” To 

from $1.50 to $50.00. the writer’s mind it offers enough information which, if 

followed, should put the deepest depression in the jewelry 
business to rout. 








Let us consider such statements as: “Profits come from 
Turnovers and Losses from Leftovers” and its corollaries: 
“1. The stock that turns is the stock that earns. 

2. Markup has a ratio to turnover which should 
not be ignored.” 


Most jewelers reading these lines will recall some 
pieces of jewelry which have continued to lie in their 
safes month-in and month-out. No matter how cheaply 
it had been purchased, like the advice of Mr. Cohen, in 
the famous “Cohen on the Telephone” record, to the 
office boy who had swallowed a quarter—it didn’t do him 
any good “because it wasn’t drawing interest down there.” 
We must not forget, however, that no matter how care- 
fully the jeweler purchases, his store from the very nature 
of it must contain much slow moving merchandise. Mr. 
Burrill has computed that jewelry stores turn stocks 0.9. 















Exquisite containers are be- The forward-looking jeweler has within the past two 
ing designed by manufactur- years realized that the time has come for him to go to 
ers which reflect the exclu- other fields and add to his slow moving items a related 





sive atmosphere of jewelry 


een line with an undisputed reputation for turnover. After 
stores. 


careful investigation he has selected perfumes as one line 
which will best serve his purpose. 

When he proceeded to investigate the perfume market, 
he discovered that he could obtain merchandise of quality 
in jewel-like presentations, BUT HE COULD NoT GET 100 
PER CENT MARKUP. Then he learned an important lesson 
which he had probably forgotten in the many years that 
he had been studying how to merchandise his slowing 
stock. And that was: TURNOVER determines MARKUP. 











Let us suppose that a jeweler purchases $100 worth of 
perfumes and makes $33 on it. Even if he only makes six 
turnovers in a year, and he should do better with a good 
line, he has earned $198 at the end of the year. If he 
invests $100 in a regular jeweler’s item and makes 100 
per cent markup, he turns it over only once earning $100, 
as against the $198 of the low markup item. Obviously, 
THE TURNOVER ITEM NEEDS A LOWER MARKUP. 










Let us say for the sake of the argument that the jeweler 
has two turnovers on his 100 per cent markup. At the 
end of the year he has made $200 as against the $198 of 
the 33 1/3 per cent markup line. But with the latter 
line he has brought three times as many people into his 


(Turn to page 179) 








THE JEWELERS’ CIRCULAR 
for December, 1930 







THE JEWELERS’ 








C 








GLAS SWAR 





E > your table 


High quality glassware items for every purpose 
on every occasion are available in several ex- 
quisite Heisey designs. No. 1401 with Lily of 
France motif, is the pattern illustrated here. 
Other lines plain and etched, in crystal and 
fascinating colors, also interpret the wishes of 
your patrons for fine glassware. It will pay 
you to make your Heisey displays prominent. 


A. H. HEISEY & CO., Newark, Ohio 












oneness 


for the 
Formal Dinner 











there is no more 
beautiful and 
dignified china 
service than 
Pickard’s Ra- 
venswood. 


Deep ivory 
china with nar- 
row gold en- 
crusted border. 
Its lovely sim- 
plicity makes it 
equally suitable 
for informal 
use. 


| PICKARD 


Incorporated 


4853 


* Ravenswood Ave. 


Chicago, Iil. 
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Nothing can make such an appropriate 

Christmas gift as these attractive cocktails 

with the colorful hand painted animals on 
them. 


Manufactured, Imported and Stocked by 


F. Pave, & Co. 


15 West 37th Street Wisconsin 
NEW YORK, N. Y. 8791 


Own Glassworks Telephone: 
Bor-Haida 


Czechoslovakia 


Send for our latest illustrated catalogue. 
Representative 


New York Mary Ryan 








America Is Gift Conscious 


The Jeweler was the “original” Gift Mer- 
chant.- Jewelers who are taking advantage of 
these two facts are profiting both in the sale 
of gifts, and in the increased store traffic that 
materially helps their sale in the strictly 
jewelry lines. 


Store traffic and customer acceptance is an 
invaluable merchandising asset. 


The Retail Jeweler, because of his com- 
munity standing, is the logical dispenser of 
gift merchandise, and as a protection from 
further and more telling competition, a Gift 
Department addition to his stock becomes 


imperative. 


There is a live field here for cultivation by 
the distributor of gift merchandise, and THE 
JEWELERS’ CIRCULAR offers him an un- 
excelled medium through which to reach his 
most promising prospects. 











Put Your Stock in Order 
Says William H. Upmeyer, 
Bunde & Upmeyer Co., Milwaukee 

Naturally any advice from William H. Upmeyer, 
of the Bunde & Upmeyer Co., who is president of 
the National Jewelers’ Mutual Fire Insurance Co., 
will urge the taking out of a policy in this concern of 
which he has been president for many years. This, 
he does in his message through —IT'HE JEWELERS’ Cir- 
CULAR and goes on to say: 

“The next thing to do is to look over your stock 
very critically, see that every piece is polished to make 
it look like new, and have nice clean cards and tags. 
During the summer you have had lots of time to do 
this—cut out some of your golf. Plan how to improve 
your display windows, that is the best advertising 
medium you have. 

“Look over THE JEWELERS’ CIRCULAR very care- 
fully—there is where you get many pointers, and re- 
member ‘No work no pay.’ ” 
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Give Practical Advice | 
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Know Your Cost of Doing Business 
Says Norman E. Hascall, President, 
The J. }. Freeman Co., Toledo, O. 

I have but one general expression to make to the 
jewelers, and that is, to work and worK and WORK 
harder. I have gone through all of the trade dis- 
turbances since the early eighties, and no matter what 
the cause, the effect is always the same, and in times 
like these, it is necessary that the best brains and 
ability that the individual is possessed of should get 
to work. 

“It is also highly important in times like these that 
the jeweler should know as closely as is possible for 
him to ascertain the absolute cost of doing business 
so that he does not deceive himself and fancy he 
is making a profit when he is sustaining a loss. 

“Less automobiling, less golf, less play. Everybody 
on their toes and work.” 


KS} 
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PLATINUM 
RING FINDINGS 


FOR THE MANUFACTURER 


KARBLY PLATINUM 
RING FINDING CO. 
9.11 Barrow St. New York, N. Y. 


Will Furnish All the Findings 
Manufactured by Karian & BLEICHER, INC. 
in Platinum from Stock 























*“*Reader Interest”’ that translates it- 
self into Buying Power for benefit of 
the Advertiser 





Just a few of many 


FRED C. WILHELM, “Compliments on your 
J. J. Sweeney Jewelry Co., October issue — un- 
Houston, Texas doubtedly the greatest 


one you have ever of- 
fered the jeweler. It is 
our intention to keep 
it handy for reference 
and suggestions, as it 
is this type of sugges- 
tions in advance of the 
season, that will prove 
of great value to us.” 


H. C. McCORMACK, “‘*Hats off to you,’ on 
T. ©. Tanke, Inc., The New JEWELERS’ 
Buffalo, N. Y. CIRCULAR. Have care- 


fully read it from cover 
to cover, and find it 
full of interesting facts 
and news relating to 
the jewelry industry, 
which cannot but help 
those engaged in this 
business.” 


MARCELL H. SMITH, “T have studied your 
Smith Patterson, new issue of THB 
Boston, Mass. JEWELERS’ CIRCULAR 


with a great deal of 
interest. You certainly 
have produced a won- 
derful number and I 
am sure that you are 
on the right road and 
will be of real use to 
the jewelers of the 
country.” 


























Philadelphia to Have Jewelry Fashion Show 

PHILADELPHIA, Nov. 8.—Philadelphia will have its 
first real jewelry show next April and plans are under 
way to make it a magnificent affair that will make the 
3,000,000 residents of the city and suburbs really jewelry 
conscious. 

The Philadelphia Jewelers Guild, of which John D. 
Enright is president, is sponsor for the show, which prob- 
ably will be held in the grand ball room of the Bellevue- 
Stratford hotel. Its scope has not yet been definitely set- 
tled but committees are at work on this and other details, 
with an enthusiasm that indicates the affair will be an 
eye-opener, not only for the public but for the entire 
jewelry trade. General arrangements are in the hands 
of the program committee of which Louis Jagielky is 
chairman with these members: John D. Enright, Fred 
A. Fisher, William Bode, Charles Hambly, William 
Pinkstone, Jennings Hood, D. W. Laubach and Irwin 
Shearer. 





Death of Charles S$. Grossman 

Charles S$. Crossman, veteran diamond importer and 
trade authority of New York, died Oct. 21 at his resi- 
dence at 215 W. 91st St., New York. Death came as 
the result of a lingering illness from which he had suf- 
fered for the past several years. Just prior to his passing, 
Mr. Crossman had celebrated his 50th anniversary in 
business and many friends and members of the trade regret 
his loss. 

Born at Ann Arbor, Mich., in 1856, he received his 
early education there. In 1871 he entered the employ of 
J. C. Watts & Bro., then the leading jewelers of the 
town. Four years later he went to San Francisco and 
soon after to Virginia City, Nev., where he was employed 
by Fredericks, a jeweler of that city. After a short time 
he decided to enter the wholesale trade and came East, 
finally locating in the watch department of Aikin Lam- 
bert & Co. of New York and was later with Wheeler, 
Parsons & Hayes. 

Mr. Crossman went into business for himself in New 
York on Oct. 1, 1880, and in 1888 he joined in partner- 
ship with James H. Noyes, now secretary of the Jewelers’ 
Security Alliance, and formed the business of Charles S. 
Crossman & Co. at 23 Maiden Lane. In 1892 Mr. 
Crossman purchased Mr. Noyes’ interest in the business. 
Three years Jater he supplanted his retail business by a 
wholesale venture. The title of ““The Old Mine Dia- 
mond House” was assumed in addition to the firm name, 
which title has since been retained. In 1906 a manu- 
facturing business which had been added was separated 
and incorporated as the Crossman Co., and the “Old Mine 
Diamond House” continued without change with Mr. 
Crossman as sole owner. 

In addition to his business activities Mr. Crossman 
wrote many articles on subjects related to the jewelry 
trade, published by THE JEWELERS’ CIRCULAR. 

Deceased was a member of the Jewelry 24-Karat Club 
of New York, of the Calvary Baptist Church, and was 
identified with a number of Masonic bodies, being a 
Knights Templar and a 32nd degree Mason. He is sur- 
vived by a stepson, William B. Peck, associated with him 
in business, and by numerous nephews and nieces. 

Funeral was held from the home Oct. 23, with burial 
in Mount Hope Cemetery. 
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| ADVERTISING IDEAS 











Advertising and Merchandising Suggestions for the Holiday Season 





Planning Your 
Holiday Advertising 


If you want to get real results from 
your Holiday advertising it must be 
specific. It must talk about certain defin- 
ite items of merchandise you have for 
sale, quoting prices. It must not busy 
itself with high sounding phrases and 
generalities about service, and your repu- 
tation for quality, etc. It must SELL! 

At Holiday time the newspapers are 
full of advertising, and those who read 
these ads are looking for definite answers 
to their problems of “what to give.” The 
ad that is headed “Wrist Watches Are 
Splendid Gifts” will be read perhaps, but 
most readers will say to themselves, “Yes, 
but I cannot afford anything so expen- 
sive.’ And that ad has failed to sell! 

But the ad that starts out “Here Is a 
Splendid Wrist Watch for $12.50,” will 
be read by those same readers and a fair 
percentage of them will say, “Well, I 
could go as high as that for a present for 
Mary. Guess I’ll have to drop in and look 
’em over.” 

That ad has accomplished its purpose. 
True, you would rather sell $35 watches 
than $12.50 ones. But you will draw far 
more shoppers into your store by adver- 
tising the $12.50 watch, and once they’re 
inside the store you have the chance to 
try and interest them in your better mer- 
chandise. 

Be specific and you'll sell more goods. 

You have another problem, too, unless 
yours is one of those big stores with a 
BIG advertising appropriation. You prob- 
ably cannot afford to use large ads, and 
your smaller ads have to compete with 
hundreds of others in the same paper. 
Here’s a suggestion for getting attention 
with fairly small space that any jeweler 
can use to advantage. 

During the Holiday season, when you 
are advertising specific merchandise, plan 
to use single column newspaper ads tak- 
ing up a full column in depth. Such an 
ad cannot be buried on any newspaper 
page, and if well planned it is sure to be 
read. Plan to run your ads on regular 
days, say Tuesdays and Fridays, and if 
possible get the paper to agree to always 
put them on the same page. “The women’s 
page of a newspaper is a particularly 
good location if you can get it. 

In such a single column newspaper ad 
you can feature eight or 10 items very 
satisfactorily, and your ad will be far 
more effective than if you used the same 
21 or 22 inches of space in an ad two or 
three columns wide. 

Now there is one other thing to do in 
connection with your Holiday advertising 
and that is to plan it all out in advance. 
Make a chart showing the days you are 
going to advertise, and put down in the 
space for each day the exact items you 
will feature on that day. This will en- 
able you to make sure in advance that 
every good item is going to be advertised 
and not overlooked. It will enable you to 
plan your merchandising and windows to 
tie up with your ads, and will make the 
work of preparing your ads a lot easier. 
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Pioneer Jewelers Quality» 
of lowe see 1 9 mcotes © 63 Yeo 
1865 


Announcing 


: Specials in 
Diamond Engagement Rings 


We have just finished mounting in our own 
shops some particularly fine blue white diamonds 
na wide variety of designs of the very newest 
end smartest styles of engegement rings. 

We have priced these lovely diamond rings 
much below their reqular market value and have 
arranged them in a series of groups at $25, $50, 
$75, $100, $125, $150, $200, $250. 





The sizes of the diamonds in these different 
groups ere much larger than you will expect to 
find in this fine quality et these prices. 


Careful buyers seeking both quality and 
value will find it well worth their while to come fo 
Des Moines and inspect these lovely rings. 


We are glad to extend the privilege of our 
% Convenient Payment Plan to those who prefer 
. the advantage of extended payments in their 
monthly statements. 


Remember that Plumbs are known through- 
out lowa for the fine quality of their diamonds 
and back of every diamond is the querantee of 
lowa's oldest and leading jewelry store. 

















An Attractive Ad From lowa 





Post Cards for 
Holiday Advertising 


How are you going to use your mailing 
list during the Holiday season? It should 
be used, of course, but unless your direct- 
mail advertising is “different” it won't 
have much chance during this busy 
season. 

Just an ordinary letter, or a circular 
won’t do. Every one on your list will be 
getting the same kind of advertising from 
hundreds of other merchants during the 
six weeks before Christmas, and they will 
pay scant attention to any of it. What 
you want to use is something that will 
get attention and can be read in a mo- 
ment, so that your message will get over 
before the recipient has time to throw the 
advertisement away. People are busy 
and advertising must have a strong ap- 
peal to gain attention. 


We know of nothing better than to 
use a series of mailing cards, sending one 
each week, or twice a week if your ad- 
vertising budget will permit. The cards 
should be the size of a government post 
card, but printed on a colored stock that 
will stand out from other pieces in the 
daily mail. 

Each card should advertise just one 
item, preferably a very popular priced 
item that will appeal to most women. A 
“leader” in other words, to tempt shop- 
pers to come into the store and inspect 
your stock. 

We know of several stores that have 
found a series of such cards, mailed at 
regular intervals, very effective. This 
idea is worth trying. 


159 


Getting More 
Holiday Business 


Careful planning of your displays in- 
side the store will mean a chunky in- 
crease in your Holiday volume. Here is 
what we mean. During the Holiday sea- 
son more people will visit your store than 
during any other season of the year. 
Every person who comes inside your door 
has some definite item in mind. If you 
sell the average percentage of these 
people you will get just an average Holi- 
day business. 

But suppose just 10 per cent of the 
people who do come in make one extra 
purchase in addition to the one they orig- 
inally intended to make! Zip! Up shoots 
your volume—and your PROFIT! 

How can you get these extra sales? 
Easy enough—by carefully planned mer- 
chandise displays, and by having price 
cards on everything that is on display. 
Price cards make it unnecessary for cus- 
tomers to ask so many questions, particu- 
larly if they are what the chain stores call 
“talking” price cards that add a selling 
phrase to the price. They hold the atten- 
tion of customers waiting to be served. 
And at the Holiday season when every 
shopper is wondering “what to buy,” the 
cards often make the sale. 

In speaking of displays we do not refer 
particularly to the merchandise in your 
cases, although every case display should 
be dressed up with price cards and dis- 
play cards. The displays that will help 
you most are those you put out in plain 
sight on the TOPS of your cases. Very 
expensive articles cannot be displayed in 
this way with safety. 

A feature display always consists of 
merchandise that will have a big popular 
appeal and is moderately priced so it will 
appeal to practically every one who sees 
it. Such displays are arranged at fre- 
quent intervals around the store so that 
shoppers are drawn from one display to 
another until unconsciously they have 
been led all around the store, 

“Oh yes,” you say, “those ideas are all 
right for Woolworth, but why try to 
apply them to a high-class jeweler’s 
store?” Why not? The principles of sell- 
ing are identical whether you're selling 
10c. jewelry or $10 jewelry—or $10,000 
jewelry! The big chain stores are past 
masters of the art of selling, and the 
ideas they find successful will be just as 
successful for any other store. 

You are certainly going to have many 
items of a Holiday nature to offer during 
the next few weeks, and most of them 
will be popular price items because these 
will give you the greatest volume. Try 
arranging these items in feature displays 
on top of your cases and watch the re- 
sults. Or if you want conclusive proof, 
do this: Take five Holiday items or lines 
and show them in a case for one week 
making the display as interesting as you 
possibly can. Keep track of the sales for 
the week, and then move that same dis- 
play out on top of the same case and keep 
a record of the sales for the next week! 
The increase will surprise you. 
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EMODELLING may be done at 


surprisingly small cost—often 









with as little as one new display piece. 
Send for our new 1931 Catalog of 
Standard Display Fixtures for jewelry 







stores; filled with store improve- 






Send Today 


For Our New Catalog! 


Showing Profitable, Up-to-Date Ideas in 
= Display Fixtures for Jewelry 





ment ideas. Ask our advice when 
making any changes in store interiors. 
Get the assistance of our 48 years of 


experience serving the jewelry trade. 










Absolutely no obligation. 








Stores. 
F. C. JORGESON & COMPANY 
159-167 No. Racine Ave., Chicago, Iil. 
















F. C. Jorgeson & Company Chicago 











Make Your Fire Insurance Premiums 


Pay You Dividends ...... 


You must have a profit on merchandise you sell. 
Why not get it on insurance that you buy? 


The National Jewelers Mutual Fire Insurance Company has for fiftcen years re- 
turned a profit to its policyholders. 


A little over thirty cents of every dollar received by this company in payment of 
fire insurance premiums has been returned to its policyholders as dividends or 


PROFITS. 
This company writes fire and windstorm insurance for jewelers and their employees. 


Over Sixteen Million Dollars of insurance in force on jewelers properties in 44 
states. 


Write to the home office, Neenah, Wis., for information. 


The National Jewelers Mutual Fire Insurance Company 
Milwaukee, Wis., 954 N. State St. Neenah, Wis., State Bank Building 






























IDEAS FOR THE HO 








LIDAY SEASON 





Holiday Windows 
Are Important 


Pay attention to your windows at Holi- 
day season. They are the best advertis- 
ing medium you have, and they should be 
working at full capacity for you every 
minute of the day and far into the night. 

First of all, be sure your windows are 
well lighted. Don’t just agree that they 
are. Go out in front this evening and 
look them over. Then cross the street 
and compare your lighting with the other 
stores in your block. Is your front the 
“bright spot”? If not,.you can well af- 
ford to give some attention to better light- 
ing for the Holiday season. 

Next, plan to change your windows 
often—more often than you have ever 
changed them before. Twice a week is 
not too often. Or if you change them 
completely once a week, make minor 
changes every day or two during the 
week to keep them freshened up. 


Plan your windows just as it is sug- 
gested that you plan your advertising— 
with a schedule that allots a definite time 
for every line of merchandise to be 
shown. If you will do this in advance 
you can make sure that evely important 
line is down for window space at the 
best selling season. And you wiil find 
that this advance planning will also en- 
able you to give attention to many little 
lines and items that somehow or other 
are overlooked under the old hit-or-miss 
style of window trimming. 

This last point is particularly impor- 
tant because a great part of your Holiday 
profit depends on your selling out clean 
on all the little special items purchased 
for Holiday season selling, and unless 
you show them you won't sell them! 

One more thing—make it a rule that 
no item in a Holiday season window will 
be shown without a price. Window space 
is too valuable to give any of it to items 
that are not plainly marked so shoppers 
can see the price without coming in to 
ask. 














A RING.... 
“The constant heart's 
prophetic pledge” 


precious stone settings—$2 te 
$5,000, and mere. 


We can modernise your old wedding 
ving and protect it from further wean, 


odes 


58 East Washington Street 
Third Floor + Garland Bldg 
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TO THE POINT 


Timely Suggestions for 
Holiday Selling 











If you have ledges above the wall cases 
along the sides of your store, you can 
provide a very effective Holiday touch 
with little Christmas trees at four-foot 
intervals along these ledges, each tree 
lighted with a string of Christmas tree 
lights. 





Do you have tables down the middle 
of your store? A series of tables, one 
with a card reading “$1 Gifts,” another 
with $2 items, etc., will be very effective 
any Saturday during Holiday season. 





Do you send out monthly statements? 
If so, those going out December 1st might 
have printed on them a Holiday shopping 
message across the bottom of the sheet. 





Do you sell Electric Clocks? There’s a 
wonderful demand for them now and 
thousands will be sold at Holiday time 
for gifts. If your local electric company 
does not sell them they would probably 
be glad to let you inclose a stuffer with 
their December Ist bills featuring your 
line of Electric Clocks. 





Make use of suggestive selling during 
Holiday season. Each day have every 
salesperson suggest some particular item 
to every one they serve. This will enable 
you to put selling pressure behind any 
Holiday goods you want to move. 





Many stores send out a Christmas 
greeting card to customers on their mail- 
ing list. It’s good advertising. If the 
idea appeals, now is the time to order 
cards. 





A good “special” well advertised for 
every Saturday during the Holiday sea- 
son will help bring a crowd. If you sell 
Leather Hand Bags they’re a sure fire 
leader item. 


This Idea Is 
Worth Trying 


Last year we heard of a department 
store that tried a very original idea to 
sell watches at Christmas time. The store 
had made a special “buy,” and since the 
watches were to be sold at $18.75, and 
had to be turned quickly, some unusual 
method was necessary. 

The store selected a picked list of 50 
business men who had accounts on the 
books and were considered good custom- 
ers. To each of these 50 men a night 
letter was sent, via Western Union, tell- 
ing of the sale of watches and pointing 
out that they were excellent for Christ- 
mas gifts. The wires were not sent to 
the men’s homes, but to the offices, and 
the results were good enough to make 
the store feel sure the cost was not out 
of line. 





Look Ahead to 
Next Year 


When you began making plans for the 
1930 Holiday season what did you have 
to guide you, so that you would not make 
any of last year’s mistakes and could be 
sure to repeat all of last year’s successes? 

A day by day record, telling of every 
merchandising activity, giving the results 
from ads, listing what is in the windows, 
and perhaps even telling of any unusual 
activity of any competitor is a mighty 
valuable record for next year. 


Gift Wrapping 
Service Attracts 


Do you give special attention to the 
wrapping of items bought for gifts? This 
is particularly important at the Holiday 
season. Most stores have gift boxes, of 
course, but some enterprising stores go 
farther and will on request wrap gifts 
in tissue and top the package off with an 
elaborate ribbon rosette. 

Many stores have found it worth while 
to feature a gift wrapping service for 
customers in their ads. If you can do this 
at Holiday time it will help business. 








Three Attractive Small Ads from Chicago 











GIFTS of SILVER 


The cost of Silver— the metal—is 
lower now than it has been for years. 
Consequently, while [Spaulding- 
Gorham standards of quality have 
not been changed, there is a substan- 
tial reduction in Silverware prices. 


SPAULDING-GorHAM, Inc. 
Jewelers and Silversmiths 
Michigan Avenue at Van Buren Street ¢ CHICAGO 
1636 Orrington Avenue - - EVANSTON ¢ 
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FITS 
THE WRIST 


14 Karat white or yellow gold 
filled oe jewel Movado 
——, 4 = ee 





luminous or chad gold figure 


$65 


A complete line of Movado 
Watches Yor men and women. 
Prices range from $50 up. 





LEBOLT & COMPANY 


27 North State Street : Chicago 
Mola Floor and Ettire Third Floor 


656 Fifth Avenue, New York 8 Rue Lafayette, Paris 
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NY 


WENDELL & COMPANY 





CHICAGO 


618 W. Jackson Blvd. 


THE 


EMBLEM SEASON 


iS HERE 


We specialize in the manu- 
facture of fine MASONIC 
JEWELS and EMBLEMS 


for every FRATERNAL 
SOCIETY 
ALL SPORTS EMBLEMS 
IN SEASON 
We carry all of the above 
in stock 


Order from us and _ receive 
HIGH CLASS MERCHANDISE 
AND PROMPT SERVICE 





Two Up-to-date Factories 


NEW YORK 
36 West 25th Street 


| 





| 




























SOLD BY RELIABLE. MATERIAL DEALERS 


Cheapness is, Costly! 


Important customers expect quality 
even in little things - do not disappoint 
them. You use genuine watch material 
why not genuine Jewelry Findings ? 
Remove the uncertainty of quality on 
Jewelry repair jobs by making it a 
habit to use © Brand Symmetrical 
Findings on every job. 72 years of 
uniformity have earned them a repu- 
tation for Good Quality. They are 
easily procured, but be sure to state 
© Brand Order from any Reliable 


Material Dealer. « « « « « 


HEXAGON 


WONDERFUL CLUTCHES 
White, Green, Yellow or Assorted 
One Dozen on Easel Card 


TEENIE TINY BABY REGULAR 
WEENIE TOT HEX HEX 





Asst. No. 96—Comprises 2 Dozen assorted, all 


sizes and colors. Ask your Jobber for a card. 


EVERYWHERE 


FULLER Symmetrical FINDINGS 
“The Recognized Standard of GOOD QUALITY” 







CIRCULAR 


We Manufacture 


Fine Azured Channel 
Rings 


December, 1930 











Complete Stock of Wedding Bands 
Baguette—Fancy—Diamond Channels 
Mounted and Unmounted 
Set and Finished at the Right Price 


Also Genuine and Synthetic Colored 
Stone Guard Rings 


The STANDARD WEDDING BAND CO. 


71 Nassau St. New York, N. Y. 
Tel. Cortlandt 6419 


ay. te 
(UNIVERSAL) 
we oe 


Trade Mark 


UNIVERSAL 


$lasonic 
RING 


Beautifully Modeled 
Substantially Made 












Emblems for All Degrees 
Plain, Enameled and Diamond Set Are 


INTERCHANGEABLE 








: Colored Onyx and Gold Backgrounds 
Under Emblems Are 


INTERCHANGEABLE 





Ring Made in 4 Patterns ae eo m: 








14K Green ont Yellow Gold 
18K White Gold 





Ask Your Wholesaler ae ys be 
































! CHARLES FISCHER 


MANUFACTURING JEWELER 
MAKER AND PATENTEE 


562 Fifth Avenue New York 
ESTAB. 1908 



































In the Merchandise Market 


Special Wallace Radio Broadcast 


Proof that radio listeners really do appreciate an educational 
as well as entertaining broadcast has been registered in the un- 
ceasing comment on the special wedding program sponsored by 
the Wallace Silversmiths on their regular Saturday night broad- 
cast over the Columbia Chain at 8.45, Sept. 27. 

This most unusual and interesting program brought to the 
audience wedding festivities of other nations everywhere in the 
world. Genuine atmosphere was created by Chinese, Indian 
and Russian bridal blessings in their native tongues. 





A New Pewter Polish 


The Middletown Silver Co., Middletown, Conn., is placing 
on the market Cornwall pewter polish made especially to proper- 
ly clean pewter and bring back its original luster. The polish 
is also excellent for silverware. 


The Hamilton Watchman 


The Hamilton Watchman is one of the newest favorites on 
the air according to reports pouring in from all parts of the 
country. 

Every Thursday evening at 8.45 o’clock, this new star makes 
his appearance in the series of programs broadcast over 20 
leading stations of the Columbia Network. The programs 
are sponsored by the Hamilton Watch Co. of Lancaster, Pa. 








New Nottingham Tray 


An unusually attractive tray and one with great feminine 
appeal is the new Nottingham Tray in William Rogers & 
Son Silverplate. 

Its charm is in its simplicity—a plain molding in green and 
ivory, silver finished handles and in the bottom of the tray a 
dainty piece of lace shown between two sheets of clear glass. 





Hammond Dealers’ Help 


A dealers’ help to emphasize the features in the new Ham- 
mond electric calendar clock shows a cut-out which fits over the 
clock. It is in silver, green and black and measures about 14 
inches high. A small self-standing price-card is also included. 
Window posters “Something New,” “The Day,” “The Date,” 
etc., are green and black; and ribbons are provided for at- 
tachment to these posters to point out the calendar indicators of 
the new model. The new clock shows the time, day of the week 
and of the month. 


A New Display Case 


Harry C. Schick, Inc., 99-105 Chestnut St., Newark, N. J., 
is now placing in hands of wholesale distributors a new display 
card showing 12 different gold filled “Schicksnaps.” The cards 
are exceptionally attractive and suitable for window or counter 
display. 


New Issue of J. R. Wood & Sons, Inc., 
Catalog Out 


The J. R. Wood & Sons, Inc., catalog for 1931 is now off the 
press and going to dealers throughout the country. It was 
designed to tie up with the national advertising campaign. The 
styles in rings which are illustrated show many new designs 
many of which are Paris inspired. 





New Friedman Ring Catalog 


An attractive catalog featuring Bridal Bouquet rings has 
been issued by the Friedman Ring Co., Chicago. It contains 12 
pages and shows excellent illustrations of the line of rings, some 
in color. Descriptions and price lists are also published. 


“Town Crier” Back on Air 


Alexander Woollcott who, as the Town Crier, acquired an 
avid audience for his radio chats last winter, has resumed his 
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series on WABC from 7.15 to 7.30 p. m. and is heard every 
Monday and Friday thereafter at that period. 

Appropriately it is the Gruen Watch Makers Guild who, as 
sponsors, will call time on the town crier. His act will be a 
continuation of the entertainment he originated last autumn. 





Helbros Radio Broadcasting 


Starting Oct. 15, The Helbros Watch Co. went on the air with 
a 15 minute program combining music and drama in an un- 
usually effective manner. The program comprises three fea- 
tures: Larry and the Duke, the Helbros Baguettuners, and the 
Helbros Harmonizers. The first of these features is a dra- 
matic skit that relates the riotous adventures of Larry, a young 
American college grad, and his friend, a genuine English Duke. 

Carl Fenton’s Orchestras have achieved international recogni- 
tion through their unique interpretation of their music of the 
day, and with his Helbros Baguettuners he brings the latest 
hits from Broadway, Hollywood, and New York’s own “Tin 
Pan Alley.” The Helbros Harmonizers are Fred Wilson, and 
Ernest Ehler. 

All in all, the entire program is not only entertaining, but 
also effective from a sales angle. In a subtle way, the thought 
of the importance of time is woven into the dialogue, and along 
with it is associated the idea that “When Time Counts,” you 
can always count on a Helbros watch. 

Miss Martha Madison is the author of Larry and the Duke. 
Miss Madison’s pen has brought millions of laughs to Broad- 
way. She is one of Broadway’s outstanding playrights. Co- 
author of the “Great White Way’s” success “Subway Express,” 
a play that is now being prepared for London presentation, and 
that will be made into a moving picture this year. 

In order to obtain nation-wide coverage for Helbros Radio 
Broadcasting, there have been chosen over 20 of the most power- 
ful stations in the country. Following is a list of stations on 
which Helbros time has been definitely scheduled, which will 
be added to from time to time: 

New York (Newark), WOR; Boston, Mass., WNAC; Cin- 
cinnati, Ohio, WLW;; Detroit, Mich., WWJ; Jacksonville, Fla., 
WJAX; Miami Beach, Fla., WIOD; Chicago, Ill., KYW; St. 
Louis, Mo.. KMOX; New Orleans, La.. WDSU; Dallas, Texas, 
WFAA; St. Paul, Minn., KSTP; Denver, Colo., KLZ; Salt 
Lake City, Utah, KSL; Seattle, Wash., KJR; San Francisco, 
Cal., KFRC; Los Angeles, Cal., KFWB. 

Every form of tie-in material for the use of the retail jeweler 
is available to tie in with Helbros broadcasting. There are 
newspaper mats, post cards, window streamers, window cards 
and displays, showcase cards, and in addition, a beautifully 
designed and illustrated book, that tells the adventures of “Larry 
and the Duke.” 

Mats include announcements of the radio program dramatized 
as a feature of the air, while an attractive silver card for 
counter display reiterates the newspaper message. 





Modernism in Display Fixtures 


The modernistic “setback” idea which is now attracting so 
much attention in the field of architecture is creeping into the 
design of jewelers’ display fixtures. 

F. C. Jorgeson & Co., Chicago, builders of store equipment, 
are featuring a display case and table, and a wall case in which 
this straight line, simplified method of treatment is carried out. 
The items are being shown in their new 1931 catalog which is 
available on request to any jeweler. 





Coste and Bellonte Get Longines Watches 


The famous Question Mark fliers, Dieudonné Coste and Mau- 
rice Bellonte, who made the first east to west non-stop transat- 
lantic flight from Paris to New York on Sept. 1, 1930, finished 
their good-will tour throughout the United States on Thursday, 
Oct. 9, at Philadelphia. 

As a fitting tribute they were presented with Longines pocket 
watches of unique character. The dials are inscribed “P-A-R-I-S 
N-E-W Y-0O-R-K” in place of the usual numerals. These letters 
appear in the French tri-color combination—the word Paris in 
blue, New in white and York in red. The decorations on the 
back of these cases are made in platinum and diamonds, show- 
ing on the left the Atlantic seaboard with a diamond marking 
New York, and on the right the western shore of Europe, with 
a diamond marking Paris. 
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Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and_ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 


lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENTY RUFEISEN-INC 


MANUFACTURERS OF 
DINGS OF/AQUALITY 


Factory and Main Office—126-128 South Street 
Chicago Office, 31 N. State St. 





Send for Samples 


TAGS 2. 


ALL COLORS 


ARCH CROWN MFG. CO. 


81 Warren St. Newark, N. J. 


Originators and Patentees 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


[ 336 Mulberry St. 


M. ALEXANDER 


Manufacturer of 


GOLD RINGS 


Tel. Mitchell 1453 50 Columbia St. 





Necklace Clasps and Novelty Jewelry 


Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 





G. B. W., INC. 


10, 14 and 18K Rings—Jobbers Only 
Tel. Market 8320 





391 Mulberry Street 








sTERNSE?T 


Rings and Pendants to Match 


New York Office, 93 Nassau St. Stern Mfg. Co., 407 Mulberry St. 








Government of Hawaii Closes Pearl Beds Near 
Midway Island from Three to Five Years 


WaAsHINGTON, D. C., Nov. 1.—With a view toward 
conservation of the only known pearl oysters in the 
United States territorial waters, the beds at Pearl and 
Hermes Reef, near Midway Island cable station in the 
Pacific Ocean, have been closed for from three to five 
years, and several hundred pearl producing oysters re- 
moved to Pearl Harbor near Honolulu, to form a nucleus 
for future supply, according to Lewis Radcliffe, Acting 
Commissioner of the Bureau of Fisheries, Department of 
Commerce. 

This action was taken by the territorial government of 
Hawaii on the recommendation of Dr. Paul S. Galtsoff, 
in charge of the Bureau oyster fishery investigations. Doc- 
tor Galtsoff has expressed confidence that the group will 
form a base for an important pearl oyster bed. 

The department states that when the pearl beds at 
Pearl and Hermes Reef have been restored, they can be 
opened for fishing under government supervision and with 
such restrictions that will be necessary to impose in order 
to protect them from depletion and destruction. 





Collectors Warned Against Classifying Imitation 
or Synthetic Stones as Real Gems 
for Duty Purposes 


WasHINcTON, D. C., Nov. 1.—Customs collectors 
have been requested by F. X. A. Eble, Commissioner of 
Customers, to exercise special care in classifying and 
appraising imitation precious and semi-precious stones 
imported through the mail. Addressing collectors on this 
subject, Commissioner Eble says: 

“Tt has been reported that informal entry mail importa- 
tions of synthetic (imitation) stones invoiced as zircons 
and ceylon sapphires (such descriptive names being used 
simply to designate colors), have recently been assessed 
with duty at several of the mail entry ports at the rate 
of 10 per centum ad valorem, instead of at one of the 
higher rates provided for imitation precious or semi- 
precious stones in paragraph 1528 of the Tariff Act 
of 1930. 

“All examining customs officers engaged in handling 
mail importations should be instructed to exercise dili- 
gence in handling this special class of importations, which, 
of course, should be accompanied by invoice or declaration. 
Should there be any doubt in the mind of the examiner as 
to the correct classification or value set forth in the dec- 
laration or invoice, samples of the merchandise should be 
transmitted by mail, to the Customs Information Ex- 
change, New York, pursuant to instructions to be found 
in the current United States Official Postal Guide. It is 
probable that the greater number of such importations 
are received as registered mail matter, which under the 
existing joint Departmental regulations is given customs 
examination while the mail parcel is in the custody of the 
Postmaster. This fact, however, should not interfere 
with the proper classification and appraisal of the mer- 
chandise through the procedure heretofore indicated.” 
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191/00 191/28 191/25 





IN ALL DESIGNS 


MADE WITHIN 24 HOURS 


“IF IT IS JEWELRY WRITE OR 


THAT SELLS PHONE 
SELTZER BROS. BEEKMAN 
HAVE IT” 4785-4786 
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SeL1zER Bros. 


MANUFACTURING JEWELERS 
AND IMPORTERS 


80 NASSAU STREET, NEW YORK 

















42* 43° Streets West of Broadway 


A New and Better Hotel for Times Square 


Not alone new in construction.and 
equipment, but new in conception of 
service and comfort to its guests. Di- 
rected by S. Gregory Taylor, who has 
made such enviable successes of the 
Hotels Montclair and Buckingham. 








Single Rooms 


with tub and shower 
3°80 "S 


Double Rooms 


with tub and shower 


$a $ $ 
4, 5 and 6 
A few terraced rooms and suites, 


exceptionally large closets, on 
an attractive monthly basis. 


RADIO IN EVERY ROOM 


Entrances on 42nd and 43rd Sts. 





CENTRAL UNION BUS TERMINAL 





LOCATED IN THE DIXIE HOTEL BUS CONNECTIONS FOR ALL POINTS IN THE UNITED STATES 











































and mechanical precision. 








42 W. 48th St. 


SWISS WATCHES 


are the world’s leaders for quality, reliability, 


Our assortments include many styles and de- 
signs priced to meet popular demand, and, at 
the same time, allow a generous dealer mark-up. 


Twenty-five years of earnest cooperation with 
the trade enables us to furnish you with excel- 
lent merchandise and efficient service. 


I. TANNENBAUM CO. 


Formerly of 121 Canal St. 














New York 




























TheNew bilferent 
Wrist Walch Strap 


Made of beautifully 
tanned calfhide— 
genuine ostrich— 
alligator — lizard or 
snake skin. The end 
of this strap is made 
in one piece that ab- 
solutely cannot split 
or fray. The absence 
of all stitching makes 
the NO-SPLIT an 
exceedingly durable 
and beautiful strap. 7 
Now being used by 
Illinois, and other 
famous watches, 





PATENT 
BENDING 


NO SPLIT 
















I Guaranteed 


The NO-SPLIT is guaranteed to 
wear and retain its beautiful new 
appearance for ONE FULL YEAR. 
The end of every strap is abso- 
lutely guaranteed against split- 
ting. The NO-SPLIT must satisfy. 




























naling 


LOW 
PRICE 


This new idea, NO- 
SPLIT watch strap 
will retail at $1.50 to 
$2.00. A special in- 
troductory price of 
$7.00 per dozen is 
quoted to jewelers 
who act quickly and 
take advantage of 
this really wonderful 
strap by rushing 
their orders either 
direct to the manu- 
facturer, A. Sauer 
& Co., Glenn Bldg., 
Sth and Race St., 
Cincinnati, O., or to 
their local jobbers. 





A. SAUER EF CO. cincinnati, On10. 
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Important Trade Mass Meeting to Be Held at 
Providence, Nov. 19 


Provivence, R. I., Nov. 10.—This city is to be the 
scene of mass meeting which is believed to be of distinct 
importance to the jewelry industry inasmuch as the ques- 
tion to be discussed will relate to the arrangement for an 
organization or institute under trade auspices, devoted to 
research and merchandising, and also to determine what 
steps might be taken to promote more effective, harmoni- 
ous cooperation between the three great branches of the 
industry in order that the condition of the industry may 
be placed on a more satisfactory basis. 


The meeting was called by Jacob Engel, as president 
of the National Wholesale Jewelry Trade Association, 
and is to be held at the Providence-Biltmore Hotel, No- 
vember 19, at 10 a.m. Requests to attend the confer- 
ence have been extended to a representative group of 
manufacturers, wholesalers and retailers, to the publish- 
ers of all the jewelry trade papers and the officials of the 
A.N.R.J.A. and to the Retail Jewelry Trade Association. 

The invitation sent out by Mr. Engel gives assurance 
that all who attend the conference will be given every 
possible opportunity to freely, fully and frankly state 
their ideas and to present their suggestions as to what can 
be done to improve conditions in the jewelry industry. 
There is no set program, according to Mr. Engel, after 
the conference is called to order. It will be for those 
present to determine the mode of procedure. 





Merger of Seth Thomas Clock Co. and 
Western Clock Co. Now in Effect 


As THE JEWELERS’ CIRCULAR goes to press, stock- 
holders are voting on a proposed merger or unification 
of the businesses of the Seth Thomas Clock Co. of New 
York and The Western Clock Co. of La Salle, Ill. 
The meeting of the stockholders of the two corporations 
was called for Nov. 12 and the tentative agreement for 
amalgamation submitted for approval. 

According to this plan, a holding company is to be 
formed which shall issue stock in exchange for the out- 
standing stock of both the Seth Thomas and Western 
concerns on a basis of their relative net worth and earn- 
ing power. For 10 shares of Seth Thomas stock, the 
holding company will issue three shares of its new six 
per cent cumulative preferred stock at $100 par value and 
seven shares of its new no par common stock. ‘The 
holders of The Western Clock Co., for every 30 shares 
of its present seven per cent preferred, will get 35 shares 
of the new six per cent preferred stock. Also for $1,000 
debenture, 20 shares of the new no par common stock. 
For every share of its present no par common stock, 
the shareholder will get 2 3/10 shares of the new no par 
common stock. 

The two merging corporations are among the largest 
in the clock business although making different types of 
clocks. The Seth Thomas Clock Co. has one of the 
oldest businesses in Connecticut, while The Western 
Clock Co., which started over 40 years ago, has made a 
tremendous success in alarm clocks, particularly the “Big 
Ben,” and also makes so-called jeweled watches. ‘The 
Seth Thomas Co.’s capital stock is $1,000,000 and that 
of The Western Clock Co., $3,102,000 preferred stock 
and $1,720,000 common stock, no par value. 
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A Billion Dollar Market for Electric Clocks 


By R. H. Whitehead 
President of the New Haven Clock Co. 


. -_ are nineteen 
million homes wired for electricity in the United States, 
and as this number is rapidly increasing with the exten- 
sion of electric power into rural sections of the country, 
we have an ever-expanding market. With an average 
of four clocks to the home, this represents a rapidly grow- 
ing market of more than seventy-five million clocks. ‘This 
amounts to a billion dollar market. ‘Therefore, this new- 
est part of the electrical family is expected to rival in im- 
portance that young giant, the radio. 

Before the days of broadcasting, the general public 
was content with timepieces that gave them approximate- 
ly accurate time, but now, with large broadcasting sta- 
tions sending out time signals at frequent intervals, we 
have become accustomed to using correct time and, there- 
fore, the demands for this time service are coming from 
every direction and the general public is looking for 
means to attain it. 

The coming of “super-power” and the interconnecting 
of hundreds of power stations made “‘regulated”’ current, 
i.e., current of constant frequency, necessary; numerous 
ways of accomplishing this have been developed by vari- 
ous companies. As a result, progressive power companies 
everywhere supply a current suitable for the synchronous 
or sub-synchronous type of electric clock. It will be 
readily seen, then, that the only important reason for 
time-error is in the interruption of the current. Surveys 
show that, where the current is regulated, most of these 
interruptions are of very short duration. 

There are two types of synchronous or sub-synchronous 
clocks: the self-starting type and the non-self-starting 
type. Engineers of both New Haven and Westinghouse 
have brought together all the advantages of both types in 
connection with the use of self-starting motors by the in- 
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troduction of an auxiliary device known as the automatic 
control. This device is a current interruption totalizer 
which adds up the small interruptions of current to a pre- 
determined total of one, two or three minutes as the user 
chooses. The reason for this being that if the current 
should go off the line during an electrical storm or the 
blowing of a breaker in a power house, these interrup- 
tions are usually corrected within a few seconds, and 
therefore would not affect practical accuracy. It would 
take months to accumulate the full two or three minutes’ 
interruption without resetting of the clock. In the mean- 
time, the user would always know his timepiece was ac- 
curate within the pre-determined period. 

The merchandising possibilities of electric clocks are 
obvious. The oldest and best of the large clock manu- 
facturing concerns are working hand in hand with one of 
the two great outstanding electric firms of the Western 
Hemisphere to develop the market. ‘The electric com- 
pany supplies the motor. The tie-up between the clock 
companies and the great electric companies means that 
dealers handling electric clocks can expect every mechani- 
cal perfection and every refinement of accuracy in time 
keeping that are today possible. As a result, and in addi- 
tion, he can expect the maximum of help and cooperation 
in getting the product over to the public as a result of 
organized manufacturing and marketing plans. Respon- 
sible dealers everywhere are being solicited by the clock 
company to look into this new proposition, the marketing 
of time pieces, and they are doing it. 

Let these facts sink in: With 19,000,000 homes wired 
for electricity, with an average of four clocks to a home, 
comes a rapidly growing market of 75,000,000 electric 
clocks. This means a. billion dollar potential market for 
the dealer to take advantage of. 
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When a brand of watch glasses has had over FORTY 
YEARS of demand and supply back of it, only then has 
it attained the dependability of V. T. F. 


When the combined stocks of any other brand or brands 
equal the combined stocks of V. T. F.—always in the whole- 
salers hands, ready for distribution—only then have they 
the availability of V. T. F. 


When V. T. F. quality—V. T. F. dependability—V. T. F. 
availability—are equaled, only then is there a real reason 
for using anything other than V. T. F. Watch Glasses. 
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A great convenience—it costs nothing. Ask your whole- 
saler or the undersigned, who will supply you gratis. 


HAMMEL, RIGLANDER - PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U.S. A. 
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HOROLOGICAL ‘QUESTIONNAIRE 








How shall we proceed 


to harden and temper the small spring which we made? 


Answer.—We will assume that the spring has 
been secured to the plate with its screw and after slight 
bending or manipulation is found to fit properly. ‘To pre- 
pare the spring for hardening, we may wrap it loosely 
with fine binding wire, to protect it as much as possible 
from the direct action of the flame. ‘Then we may cover 
the spring and wire with soap, as this will prevent the 
formation of scale. The most suitable method of applying 
the soap is to make up a solution of soft soap, which may 
be easily done by boiling down some bar Ivory until a 
soft jelly is obtained: By the way, this soap solution will 
be found quite excellent for all small hardening jobs, as 
it is soft and easily applied and much work is eliminated 
if scale formation can be prevented. For a quenching 
bath we will require some cotton-seed oil. Wesson cook- 
ing oil is pure cotton-seed oil and may be obtained at the 
grocery stores. 

The spring may next be heated to a full cherry red, 
observing due care that it does not become overheated, 
which would damage the steel for our purposes. When 
the spring is properly heated it should be plunged quickly 
into the oil bath, and we must be very quick about it, too, 
as the heat quickly leaves such a small piece. 

To temper the spring we may touch it to the flame 
just long enough to ignite the oil. When the oil is 
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burned off completely, the spring is supposed to have the 
proper temper. However, this method is not always 
certain; we find that a much better method consists in 
placing the spring in a small pan of clean, white sand 
and covering it; then a thin piece of clean steel is placed 
on top of the sand and the whole is heated slowly until 
the indicator piece on top assumes a full blue color. If 
the heating is carried out slowly, excellent results may be 
obtained in this manner and we are much more certain 
of obtaining a true spring temper. It is an excellent idea 
to practice this method of hardening and tempering on 
small waste pieces of thin stock and wire, then testing the 
pieces until breakage occurs. By making such tests, we 
soon learn just what to expect of a given grade of steel; 
if the spring should break too readily, then we know that 
either the steel was burned in hardening or that the tem- 
per was not sufficiently withdrawn, and as we have only 
these two items to check up on, we may readily locate the 


trouble. 
W hat shall we do 


to finish the spring to match the finish in the movement? 


Answer.—For lapping and polishing the springs 
and small parts, we shall require a small cast-iron lap 
and a small box-wood lap. Each should be finished flat 
and quite smooth. We have described various methods 
of finishing small parts; this method is in use by the 
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watch factories and is also used by many fine watch- 
makers. The laps are simply used as bench laps, not in 
the lathe. A small amount of oil-stone powder and oil is 
applied to the face of the cast-iron lap and the spring 
which may be held in place by a piece of flat cork is given 
a few light strokes which will produce an even gray, 
fine-lined finish. ‘This finish alone will match many of 
the finishes found in high-grade watches. If we require 
a smooth gray or matt finish with no lines appearing, we 
may give the spring a slight circular motion while lapping. 
If we require a bright, highly polished surface this may be 
quickly attained with Vienna Lime and alcohol, used on 
the box-wood lap. The spring should be thoroughly 
cleaned by washing in benzine to remove all traces of oil- 
stone powder and a new, clean piece of cork used to hold 
the spring. It is absolutely essential that all traces of oil- 
stone powder be removed if we expect a high-grade polish 
on the spring. A small amount of lime should be shaved 
from a clean lump with a sharp knife, placed on the lap 
and moistened with alcohol, and it must be used while the 
lime is slacking to obtain the required results. A few 
strokes of the spring on the box-wood lap will produce a 
beautiful, black polish. 

The sides of the spring will also require some finishing. 
This operation is best accomplished by using a small brass 
lap which is run in the lathe at high speed. ‘The lap in 
this case is simply a piece of brass wire about two mm. in 
diameter, although any size may be used if we wish to fit 
any particular curve. A small amount of oil-stone pow- 
der and oil is applied to the lap. The spring may be held 
in a pin-vice and quickly lapped smooth on all sides. An- 
other method of holding the spring is to fit a brass wire 
into the screw hole; this enables us to lap the spring on all 
sides at one setting. The spring is lapped on the sides for 
two reasons; one is to produce a finely finished piece of 
work, the other is to remove cross marks left by saw or 
file, which would cause undue breakage. When we lap 
the spring we must be particular to lap the acting part of 
the spring thin enough to give it the proper tension. A 
spring of this type should be no stronger than is required 
to perform its proper functions. We may now try the 
spring in the watch and observe if it does the work which 
is required. If the acting end is too long, it may be 
ground off with a fine Alundum lathe wheel. 





The Robbery at Turton’s 
(From page 97) 


“Did anybody but you go near that side door early this 
morning ?” 

Tony paused for thought. ‘Meester Reichart—he was 
stand there. Look at something—”’ 

“All right. Guess I’m through with you, Tony.” 

The detective sent for Reichart. He was not so young 
and sleek as Smalley. He admitted that he had stood 
near the side door. His eyes bothered him, he insisted, 
and he had taken a small wrist watch over to the light 
to examine the chasing on the case. 

“Say, Mr. Reichart, where were you when the boys 
with the guns came in?” 

“I'd walked away from the door. I was in the front 
of the store.” 


THE JEWELERS’ CIRCULAR 
for December, 1930 


“Where were Smalley and the other salesman?” 

“Smalley was with me. Billings was at the back 
counter.” 

After Reichart had left the room, Martin Dowd 
slouched further down in his chair, chewed harder, and 
studied the ceiling. Then he pressed the buzzer and 
asked to see Billings. 

“Been wanting to meet you,” he remarked when Bil- 
lings came in. “I sure have, and I’m going to tell you 
why. That’s my confiding disposition, Mr. Billings. I 
always tell people what’s on my mind, and it saves them 
the bother of guessing —Sit down, why don’t you?” 

Billings took the chair opposite Dowd, but he looked 
uncomfortable and nervous. There were beads of per- 
spiration on his forehead, close to his sandy hair. 

A brief silence. 

“Why didn’t you ring the alarm this morning?” the 
detective inquired. “That’s the thing I can’t figure out.” 

“I—I didn’t have a chance—” 

“Don’t tell me that. You were standing at the back 
counter. That’s where the alarm button is. Don’t think 
I don’t know.” 

Billings wiped his face with his handkerchief. ‘I was 
scared,” he groaned. “I saw the guns and I threw up 
my hands. I never thought of anything. Afterwards, I 
knew I was a coward.” His shoulders sagged. 

“I wonder whether your story’ll wash,” murmured 
Dowd. 

When Turton came back to the office a few minutes 
later he found Martin Dowd alone, sitting forward in 
his chair, chewing rapidly. 

“You couldn’t dig up anything against any of our 
people, could you?” the head of the establishment de- 
manded. 

Dowd stopped chewing. “On the contrary, I’ve got 
something against every one of ’em. The question is— 
which one of those guys that look guilty, is guilty?” He 
sprang up suddenly. “My aunt Maggie, somebody was 
pulling my leg! So long, Mr. Turton. This is gonna 
be my busy day.” 

* * * 


A week later Martin Dowd sat in Turton’s office 
once more. 

“We've got the gang that held up your place,” he 
announced. ‘We found their hang-out and pinched the 
whole crowd.—Say, has anybody told you that porter of 
yours didn’t show up for work this morning? 

“Tony? You don’t mean he had anything to do with 
the robbery?” Mr. Turton was incredulous. ‘Why, he 
was sent here by somebody I know.” 

Martin Dowd shook his head. “That letter he brought 
was a fake. He got by because you didn’t look it up. 
He’s a good actor, he is. No spicka English! He's 
Italian, all right, but he can talk English plenty. He’s 
telling it to the police, this minute.” 

“But—but we all liked Tony.” 

“Yeah. So did I—till it struck me his line of talk 
was too smooth. Believe me, he wanted to beat it these: 
last few days, but he was afraid he was being watched. 
After this, Mr. Turton, I guess you won’t take any- 
body’s references for granted.—Well, Merry Christmas. 
If you see Santa Claus come down the chimney, ask him. 
who sent him.” 
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CHROMIUM 

Baby Shoes Metalized Assay Crucibles 
Operating one of the largest shops in the middle west. Wonder Cupels 
Specializing in repairing and plating of jewelry, silver- ° 
ware, bags and art metalware enables us to guarantee Scorifiers 
the immediate and perfect execution of your work. A Muffles 
quarter a of successful experience aided by the " 
latest complete mechanical equipment assures low cost 
dependable service and your entire satisfaction with DIXON-MADE 

each job. 


There are none better for your metallurgical) 


laboratory. DIXON experience in the manufac- 
ture of metallurgical graphite and clay products 
dates back nearly a century. Because of this, 
experience takes the place of guesswork and 


the DIXON name on metallurgical clay and 


REPAIRED, POLISHED, PLATED, LACQUERED graphite goods is your guarantee. 
Make Each Article Bright and Appealing for Christmas ot i Rg og 


Booklet No. 77-AA. 
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WORKSOP WCOITES € QUWIEIRITIES 


2??? —_ Overcoil: How to Form— 
Please inform me through the Work Shop Notes, how to 
form an overcoil on a breguet hairspring. What kind of 
tools are used, etc? J.B.D. 


Answer.—There are various tools and methods 
used in forming the breguet overcoil, and practically all 
of them are similar in the methods used, although some 
tools are much more complicated than others. “The writer 
uses a very simple tool for such work and the tool can be 
made by any watchmaker in a very short time. “To make 





the tool, we select two pieces of steel rod about the same 
diameter and length as the standard staking tool punches. 
Most of us have broken punches on hand and they may 
be used for making the tool. Our first step will be to 
anneal the punch, or if we use the top end of the punch 
we do not bother to anneal it, as only the acting end of 
the punches are hardened and tempered. Center the 
punches accurately in the lathe and then drill a hole in 
the end of each. The hole should be about .092 in di- 
ameter and about one-half inch in depth. Our next step 
will be to turn a shoulder on each punch at the hole end. 
To form this shoulder we may turn the stock down to 
.125 in diameter and about .075 in length. ‘Then we 
drill a hole .020 in diameter in the face of the shoulder 
thus formed and insert a tempered and polished steel pin, 
driven in to a tight fit. In the large hole of one punch 
we fit a tempered and polished steel pin, which should be 
a tight fit in one punch but turn freely in the other punch. 
The short pins should be ground off until they just meet 
the shoulder which we formed on each punch. 

It is obvious that with such a tool, we may insert a 
hairspring between the ends of the two punches and rest- 
ing edgewise on the large pin and with the two small pins 
in contact with each other, we may turn the punches 
slightly, revolving them on the pin, and bend the hair- 
spring upward a slight amount to form one bend of the 
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overcoil. ‘The spring is then released by drawing the 
punches slightly apart, and the spring is turned over on 
the opposite edge and also shifted about a quarter of an 
inch toward the outer end, when another bend of the 
overcoil is formed on the spring. 

When the overcoil is raised properly, then we may use 
the regular curved hairspring tweezers to shape the over- 
coil to the proper diameter. It is best to have several 
curved hairspring tweezers having various curves. The 
hairspring will perform much better if it be formed with 
a wide curved tweezers of proper contour. We should 
strive as much as possible to have a uniform curve to the 
overcoil. 

The distance from the stud end of the hairspring in 
which to make the bends may be gauged to fit any re- 
quired case. - 


2??? Width of Regulator Pins— 


Should a flat hairspring vibrate between the regulator 
pins? If so, why? 


Answer.—In all high-grade watches, using Bre- 
guet hairsprings, the regulator pins are adjusted, so that 
barely perceptible play may be observed through a double 
lens glass. Otherwise, it is impossible to obtain the closest 





regulation of the movement. Obviously, we do not ex- 
pect as close results in rating low-grade seven-jewel and 
fifteen-jewel movements having flat hairsprings, but the 
principle is the same and the above rule holds good, even 
with very cheap watches. Some watchmakers make a 
practice of opening or closing to regulator pins to alter 
the rate. This is very poor practice, as close rating with 
wide open regulator pins is simply out of the question. 
If the watch is running fast and regulation cannot be 
obtained with properly adjusted regulator pins, then the 
balance screws should be altered in weight, providing the 
watch is otherwise in good condition. 











REFINERS AND MANUFACTURERS SINCE 1912 


“Send Today” 


When you wire or write 
Hoover to “Send Today”, we 
send it. All standard and 
many new and special golds 
and gold solders used by 
jewelers are carried in stock 
for immediate shipment. 


GOLDEN RULE 


Hoover White Golds and 
solders cannot be beat. And 
jewelers who know refining 
values are always satisfied 
with the Hoover check. 


Send us your refining .. . 
send a trial order for Hoover 
Golds—today. 
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Silver Exhibit at Nation’s Capital 
(From page 143) 


Besides groupings of period silver in the unit plan 
formation, and collections of reproductions of English, 
French and Colonial silver, each manufacturer furnishes 
a chest of silver with tea set to match. 

Five days of lectures, music, tea, and free consultation 
with authorities on interior decorating, correct table ser- 
vice, out-of-income ways of buying silver, and old silver 
for the collector is drawing the citizens of Washington to 
this exhibit and the comment is frequently heard that the 
city owes the Guild a vote of thanks for such an unusual 
world’s fair in silver. Local jewelers also express satis- 
faction at the success of the exhibit. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, CIR- 
CULATION, ETC., REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 24, 1912, 


Of THE JEWELERS’ CIRCULAR, published monthly at New York, 
N. Y., for Oct. 1, 1930 

State of New York )} 

County of New York 5s *%*: 

Before me, a Notary Public in and for the State and county 
aforesaid, personally appeared P. M. Fahrendorf, who, having 
been duly sworn according to law, deposes and says that he 
is the Business Manager of THE JEWELERS’ CIRCULAR, and that 
the following is, to the best of his knowledge and belief, a true 
statement of the ownership, management (and if a daily paper, 
the circulation), etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act of August 24, 
1912, embodied in section 411, Postal Laws and Regulations, 
printed on the reverse of this form, to wit: 

1. That the names and addresses of the publisher, editor, 
managing editor, and business managers are: Publisher, Jewel- 
ers’ Publishing Corporation, 239 West 39th St., New York; 
Editor, T. Edgar Willson, 239 West 39th St., New York; Man- 
aging Editor, None; Business Manager, P. M. Fahrendorf, 239 
West 39th St., New York. 

2. That the owner is: (If owned by a corporation, its name 
and address must be stated and also immediately thereunder 
the names and addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If not owned by 
a corporation, the names and addresses of the individual owners 
must be given. If owned by a firm, company, or other unin- 
corporated concern, its name and address, as well as those of 
each individual member, must be given.) United Publishers 
Corporation, 239 West 39th St., New York, N. Y. 

(Stockholders of United Publishers Corporation owning in 
excess of 1 per cent): United Business Publishers, Inc., 239 
West 39th St., New York, N. Y. 

(Stockholders of the United Business Publishers, Inc., owning 
in excess of 1 per cent): C. S. Baur, 35-59 164th St., Broadway, 
Flushing, L. 1., N. Y¥.; George H. Busby, Philadelphia, Pa.; 
Anna B. Frank, Pleasantville, N. Y.; Fritz J. Frank, Pleasant- 
ville, N. Y.; Lee, Higginson & Co. (Partnership), New York, 
N. . A. Musselman, Philadelphia, Pa.; A. C Pearson, 
Montclair, N. J.; Lelia C. Pearson, Montclair, N. J.; Frederic 
C. Stevens, 325 West End Ave., New York, N. Y.; (A) Frederic 
C. Stevens Co., 23 Prospect Terrace, Montclair, N. J. 

Note (A)—Stockholders of Frederic C. Stevens Co.: Velma 
$. Stevens, 325 West End Ave., New York, N. Y.; F. C. 
Stevens, Jr., 325 West End Ave., New York, N. Y.; Velma I. 
Stevens, 325 West End Ave., New York, N. Y.; Frederic C. 
Stevens, 325 West End Ave., New York, N. Y.; Ruth S. Kane, 
Montclair, N. J. 

3. That the known bondholders, mortgagees, and other securi- 
ty holders owning or holding 1 per cent or more of total amount 
of bonds, mortgages, or other securities are: (If there are none, 
so state.) None. 

4, That the two paragraphs next above, giving the names 
of the owners, stockholders, and security holders, if any, contain 
not only the list of stockholders and security holders as they 
appear upon the books of the company but also, in cases where 
the stockholder or security holder appears upon the books of 
the company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee 
is acting, is given; also that the said two paragraphs contain 
statements embracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which stockholders and 
security holders who do not appear upon the books of the com- 
pany as trustees, hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation 
has any interest direct or indirect in the said stock, bonds,’ or 
other securities than as so stated by him. 

5. That the average number of copies of each issue of this 
publication sold or distributed, through the mails or otherwise, 
to paid subscribers during the six months preceding the date 
shown above is... (This information is required from daily 


publications only.) 
P. M. FAHRENDORF, 
Signature of Business Manager. 
sere to and subscribed before me this Ist day of October, 
30. 
CHARLES B. TANNER, 
Notary Public, New York County. 
N. Y. County Clerk’s No. 12. N. Y. County Register’s No. 
2-T-101. Commissiotn expires March 30, 1932. 
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Perfume for Jewelry Merchandising 
(From page 155) 


store and he has given his clerks an opportunity to sell 
these four extra people, other merchandise. Jewelers 
spend considerable money in direct-mail and newspaper 
advertising to bring people into the store, yet they over- 
look the advertising value and pulling power of a sure 
fire turnover line like perfume, which at the same time 
earns profits. 

One of the cardinal points in Mr. Burrill’s merchan- 
dising program for the jeweler is: MORE VOLUME. The 
jeweler, he says, must look for his increased volume to 
two sources. “Either from new people . . . or from per- 
suading present customers to larger purchases.” 

A good perfume line, chosen for its turnover possibili- 
ties, will admirably accomplish both results. It will 
deflect to the jewelry store those people who habitually 
purchase their perfumes elsewhere. It is unnecessary here 
to point out how often perfume is purchased as a gift, or 
for personal use. Practically every woman regularly buys 
herself perfume. Many women use three and four differ- 
ent odeurs depending on the costume. 

Frequently a customer comes to your store in search of 
a gift but doesn’t know what to purchase. His lady has a 
ring, a strand of pearls, a watch, or perhaps all of these 
would be just a little “too personal.” A flacon of good 
perfume is always an acceptable suggestion, and a sale of 
perfume that is satisfactory always leads to repeat 
business. 

Perfume offers many opportunities for increasing the 
unit of sale, or as Mr. Burrill says, “persuading present 
customers to larger purchases.” A man who purchases a 
ring for his lady will appreciate the extra compliment of 
a bottle of good perfume. A woman who buys a piece of 
silver for her home will admit that she or her daughter 
needs a new compact. There is hardly a sale that cannot 
be increased from $2 to $5. 

In these days, the sale of perfumes makes an even more 
vital contribution to increased volume. In contemplating 
their Christmas sales, most jewelers realize that there is 
a strong likelihood that they will not be able to make as 
many important sales as formerly, says Miss Gould. 


New Counterfeit Bills in Circulation 


WasHINcTon, D. C., Nov. 5.—The Secret Service 
Division of the Treasury Department has announced the 


* finding of two new counterfeits of Federal Reserve notes, 


one being a $20 bill and the other a $5 bill. The general 
appearance of both of these counterfeits, it is stated, is so 
poor that they should be immediately detected. They are 
described by the Division as follows: 

$5 Federal Reserve note—On the Federal Reserve 
Bank of Boston, Mass., 1928 Series; check letter “_ 3 
face plate No. 3; back plate No. 3; H. T. Tate, Treas- 
urer of the United States; A. W. Mellon, Secretary of 
the Treasury, portrait of Lincoln. 

$20 Federal Reserve note—On the Federal Reserve 
Bank of Cleveland, Ohio; 1928 Series; check letter “I”: 
face plate No. 22; back plate number indistinct, probably 
107; H. T. Tate, Treasurer of the United States; A. W. 


Mellon, Secretary of the United States; portrait of Jack- 
son, 
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Are YouA 
Gold Prospector? 


Dad 


Go is no need for 
prospecting when 
S. S. White Golds are avail- 
able. Follow the beaten path 
of satisfied users who have 


proved the “pay” qualities of 


S.S. White 


Golds, Platinum and Gold 
Solder and Alloys for White, 
Green and Yellow Golds. 


m4 D- 


TheS.S.WHITE DENTAL MEFG.CO. 
Industrial Division 
152 West 42d St. New York, N.Y. 
Established in 1844 Member of J. B. of T. 
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Increase your 
Cash receipts 

in December 

by sending us 
your sweeps and 
old Jewelry. 














Decide now to convert your accum- 
ulation of sweepings and old jewelry 
into ready cash. Our methods of as- 
saying are accurate and our check 
will be mailed to you promptly 


Send your old gold to 


SPYCO 


SMELTING & REFINING CO. 
55 So. 3rp Sr., MINNEAPOLIS, MINN. 
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LEES & SANDERS. 
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FOR YOURSELF 
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H Watch Dial Service 


¥i) All leading watch importers—jewelers and 
| watchmakers indorse this service. 


DIALS RE-rawreo’ 


RADIUM 
¥ Dials Guaranteed Against Tarnishing. 


Raised gold figure dials refinished—missing figures sup- 
plied. Clock and Chronometer dials refinished like new. 


Write for Price List 


P. J. BREIVOGEL 
15 Maiden Lane New York City 








WATCH REPAIR ESTABLISHMENT 
For the Trade 
New York City 


I. KUNNEL 


Formerly In Charge Of Bulova Watch Co. 
Repair Department 


Aa 
WW E solicit the patronage of a limited num- 


ber of retail jewelers who wish to handle repairs at a 
profit instead of a loss. . . . We will be pleased to do 
work on a basis of payment during following month for 
previous month’s work... . / All work is supervised by me 
personally and service is guaranteed. 


60 Nassau St. 











NYES OIL 


for 50 years the Standard Lubricant 
for Watches and Clocks 


Buy of Your Jobber 














HIGH GRADE 


Watch and Clock Dial — | 


EUROPEAN METHOD 
DIALS OF EVERY DESCRIPTION 
REFINISHED 


Watch . Dials with Raised 
Gold Figures Refinished 
Missing Figures Supplied 











Specializing in 
ANTIQUE CLOCK DIAL 
Refinishig and Painting 


All Watch and Clock Dials 
with Black or Radium § 
Figures. 


All Refinishing Guaranteed 
Not to Tarnish. 


WRITE FOR PRICE LIST 


ROYAL DIAL AND npg oneal - 
15 PARK ROW, ROOM 626, NEW YORK, 
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BUSINESS OPPORTUNITIES—Cont. 


I HAVE PAID the highest cash price 
for jewelry stores for 40 years; I 
am a positive buyer if you really 
want to sell. Isaac Rich, Room 516, 
387 Washington St., Boston, Mass. 


ATTENTION, JEWELERS; an_ oppor- 
tunity 's now offered to you to do busi- 
ness in our new jewelers’ center; now 
renting windows and show case space; 
very reasonable. For further informa- 
tion call in person at 47th Street Jewel- 
ers Center, 54 West 47th St., New York. 


QUICK RESULTS, cash at once; we 
pay the highest prices for your en- 
tire stock or any part of it; check 
by return mail; all shipments held 
ten days; National Bank reference. 
Benjamin D. Sachs, 1210 Mallers 
Bldg., Chicago, Ill. 


ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erences of the highest order. Van 
Praag & Co., 545 Broadway, New York, 
established 1889. 


WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
(or send surplus stock and get cash 
by return mail); best references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 


GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet 
enables us to pay you higher prices; 
all communications strictly confidential ; 
bank and trade references of the 
highest character. Write 37 Maiden 
Lane, New York. Telephone John 3454. 


HIGHEST CASH PRICES PAID for 
your surplus stock of diamonds, 
watches and jewelry; send your 
stock to me and receive money by 
return mail; national bank refer- 
ences; all business strictly confiden- 
tial. Emil Noel, 29 E. Madison St., 
Chicago, III. 


IF YOU WISH TO RAISE MONEY 
quickly and surely, our dignified, ef- 
fective, personal, modernistic sales ser- 
vice for reliable jewelers will solve 
your problem; or if you wish to sell 
out, we will buy your complete jewelry 
stock and fixtures (large or small), 
and pay best cash price; all communi- 
cations treated in strict confidence. 
Write or wire, Simon Cohen, 527 White 
Building, Buffalo, N. Y. 


ONE OF THE MOST IMPORTANT 
Swiss watchmaking concerns with 
retail stores all over Switzerland, 
seeks connection with a good, relia- 
ble watchmaker-repair shop which 
understands the repair of good Swiss 
watches. For further particulars 
please apply to No. 0. 37662 Lz., 
Publicitas, Zurich, Switzerland. 



































DO YOU WANT TO REALIZE MORE 
for your entire stock and fixtures? 
Then sell out completely to us, get your 
cash and retire; it is the only logical 
way; you can profit from our many 
years’ experience in the jewelry market 
by receiving our appraisement quickly 
and accurately; all correspondence 
kept in strictest confidence; ship your 
dead or surplus stock to us, express 
collect and realize the cash by return 
mail; remember that you are under no 
obligation. to keep the check if it is 
not satisfactory; but others have been 
satisfied, so no doubt you will be, too; 
bank and trade references furnished 
upon request; wire or write today to 
have our representative call on you, 
or send in that surplus goods and re- 
ceive your cash. Gordon Bros., 333 
Washington St., Boston, Mass. 





Wanted to Purchase. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word. 





DESIGNING, etching, lettering, sports 
scenes, fine line etching of portraits, 
landscapes, and ornamentation relief or 
intaglio. J. J. Kwik, 512 Franklin 
Ave., Nutley, N. J. 








WANTED TO PURCHASE, a good sec- 


ond-hand Lehman or Dixon dustless 
polishing lathe. Grover Spangler, Fre- 
mont, Neb. 





WANTED TO BUY, used optical equip- 
ment of every description; also your 
surplus optical merchandise. Address 
" 4571,” care Jewelers’ Circular. 





To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





SAMPLE SHOWROOM, 320 Fifth Avenue, 
corner 32nd Street, New York. Tele- 
phone Pennsylvania 2149. 





WANTED, one 12 size, 17 jewel, 14 karat 
solid yellow gold stream line Elgin 
pocket watch with inside cap. Hal- 
tom’s, Fort Worth, Texas. 


WANTED TO BUY, small swaging ma- 
chine for pointing and swaging wire 
size of scarf pins, or less; must be in 
good condition. Address “P., 4547,” 
care Jewelers’ Circular. 





Watch Mork for the 
Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word. 




















J. R. ONCLIN, watchmaker for the 
trade, Room 606, 29 East Madison 
St., Chicago, Illinois. We use no 
cleaning machine. 





TIMEOLOGY = TIME-SERVICE watch 
and clock repairing, all kinds: American 
and European, for the trade; prompt 
service, expert workmanship. Samuel 
Bernard, 516 Fifth Ave., New York. 


FIRST CLASS watch repairing, reasonable 
prices; expert on complicated watches ; 
formerly with two leading Fifth Avenue 
houses. S. Sofia, 15 Park Row, New 
York. Telephone Barclay 5326. 


A-1 SWISS WATCHMAKERS, repairing 
all makes and grades, Swiss and Ameri- 
can watches, chronographs, repeaters, 
ete.; first class workmanship; reason- 
able prices; mail orders given prompt 
attention. Herman Mueller, 1368 Wil- 
son Ave., Chicago. Phone Long Beach 
1282; established 1923. 








WATCH REPAIRING TO THE TRADE 
with a guarantee; positively no watch 
cleaning machine used; every move- 
ment taken apart; only experts em- 
ployed; seven day mail order service; 
at it since 1921; let us convince you. 
S. A. Peck & Company (formerly 29 
East Madison St.), now located 55 E. 
Washington St., Chicago, Ill.; members 
National Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word. 














GUN REPAIR WORK for the trade; 
expert shotgun, rifle, revolver and auto- 
matic pistol repair work; send for 
wholesale gun and ammunition cat- 
alogue. <A. F. Stoeger, Inc., 509 Fifth 
Ave., New. York. 


WORTHY INFORMATION; shields of 
all designs inlaid in military brushes 
for the wholesale trade only. De 
Vries Studio, 103rd St. and 35th 
Ave., Corona, N. Y. 


IF YOU WANT good workmanship and 
prompt service send your special order 
work to Hiegl & Hlavatsch, manufac- 
turers of platinum and gold jewelry, 
720 Sansom St., Philadelphia, Pa.; we 
also do fine jewelry repairing; mail 
orders attended to promptly. 


THE JEWELERS SHOP SERVICE of 36 
West 47th St., New York, offers you 
the best of workmanship in repairing 
small and complicated watches and 
clocks, also jewelry repairing, engrav- 
ing and diamond setting; one trial will 
convince you; mail orders attended to 
promptly. Phone Bryant 7626. 











PART OF LIGHT OFFICE to be sub-let 
to watchmaker or other suitable work; 
22 West 48th St.. New York. Address 
“A., 4515,” care Jewelers’ Circular. 


TO LET, PRIVATE OFFICE at 48 West 
48th Street, New York; north light; 
two windows; telephone service; steno- 
graphic service; reasonable. Room 1206. 


DESIRABLE OFFICE SPACE for dia- 
mond man; North light; telephone ser- 
vice. A. Ball, 48 West 48th St., New 
York. 

WILL SHARE MY OFFICE with watch- 
maker; North light and good location; 
rent reasonable. Robert C. Cushing, 
Room 1101. 40 W. 48th St.. New York. 


DESIRABLE OFFICE SPACE for dia- 
mond man; North light; telephone ser- 
, A. Ball, 48 West 48th St., New 

ork, 


JEWELER AND WATCHMAKER’S op- 
portunity ; fine display window and part 
of store with allied business; bus and 
trolley station; Broad Street, Newark, 
New Jersey. Phone Market 2-2121. 


BENCH SPACE in modern shop for en- 
graver or setter; also light and equipped 
office for diamond dealer; excellent lo- 
cation; private phone. Address “Cir- 
cular, 4575,” Room 1104, Heyworth 
Bldg., Chicago, Ill. 

FOR RENT, 300 square feet, suitably 
located at 5th Avenue and 49th Street, 
for high class office; completely and 
attractively furnished, also available 
unfurnished; will sub-lease at very 
moderate rental. Address “A., 4590,” 
care Jewelers’ Circular. 

LARGE LIGHT LOFT, 36 W. 47th St., 
14th Floor, very desirable for manu- 
facturer; numerous windows; very 
reasonable rent. Address O. J. 
Somers Co., 22 W. 48th St., New 
York, Bryant 8491. 
































Lost. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








JEWELERS ATTENTION! Stolen from 
my residence, a Waltham 0 size move- 
ment, Riverside Maximus No. 14150277, 
19 jewels, in a gold filled bracelet case; 
a liberal reward will be paid for finding 
it; be on the look out. Elsie M. 
Gullander, 909 Northwest 9th Court, 
Miami, Florida, or A. G. Gullander, 
Mitchell, So. Dak. 


Miscellaneous. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 











WATCHMAKERS! Increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches,” and “Practical Balance and 
Hairspring Work”: circulars on re- 
quest. Walter Kleinlein, Waltham, Mass. 








LEARN WATCH REPAIRING; practical 
courses for beginners and advanced 
students; day and evening sessions; 
enrollment limited. Standard Watch- 
makers Institute, 111 West 11lith St., 
New York. Established 1921. 


PATENT YOUR IDEAS. Call or 
send me your sketch or sample for 
confidential advice ; trade-marks reg- 
istered in the United States Patent 
Office; free consultation. Z. H. 
Polachek, Registered Patent At- 
torney-Consulting Engineer, 1234 
Broadway, New York. 








A. N. R. J. A. Convention to Be 
Held in Detroit in 1931 


The next annual convention of the 
American National Retail Jewelers Asso- 
ciation will be held at the Book-Cadillac 
Hotel, Detroit, the week of Sept. 13, 1931. 

At the 25th annual convention at the 
Hotel Pennsylvania, New York, Detroit 
presented such enthusiastic claims for the 
1931 convention that the convention went 
on record as favoring that city, provided 
arrangements satisfactory to the executive 
committee could be made with the hotels 
and convention bureau. 

In accordance with these instructions 
and representing the executive committee, 
Vice-President Henry F. Stecher of Mil- 
waukee and Secretary Charles T. Evans 
of New York, recently visited Detroit, 
being joined by John Drake, executive 
secretary of the National Jewelers Pub- 
licity Association. 

During the stay of the committee in 
Detroit, they were the guests of the 
Greater Detroit Association on several 
occasions, including a luncheon at the 
Hotel Statler and a dinner at the Book- 
Cadillac. At the latter function, Mayor 
Murphy was present and guaranteed the 
whole-hearted support of the city ad- 
ministrat:on, which was also assured by 
J. Lee Barrett and Carl W. Sedan of the 
Convention Bureau. 

In addition to these cordial assurances 
from the city and commercial organiza- 
tions, the guaranteed assistance of the 
Michigan association, Greater Detroit 
retailers and _ representatives of the 
wholesaler was promised by the officials 
of these various organizations. 

President William Fenske of the Mich- 
igan association, presided and called on 
Ben Stooker, vice-president ; Ben Steelman, 
secretary; Henry Williams, past president, 
and Max Jennings, past president of the 
State and National associations, to speak 
for the State; Howard McCullough, presi- 
dent; Paul C. Sinz and Bernard Lasky, 
vice-presidents, representing the Greater 
Detroit Association; Louis Guthrow of E. 
H. Pudrith and Jacob Segal, representing 
the Detroit wholesalers; Mort Evans, 
president of the Wolverine Travelers and 
Harry Grove spoke for the traveling rep- 
resentatives. Jas. H. Garlick, past presi- 
dent of the State association, gave the 
finishing touch to the affair by his re- 
peated guarantee of a large increase in 
membership when the convention is held 
in Detroit next year. 


Thug Killed in Attempt to Rob 
New York Jewelry Salesmen 


PHILADELPHIA, Nov. 1.—An empty brief 
case, thought to contain diamonds, caused 
the death of a thug who tried to hold up 
William Heyman of Oscar Heyman & 


Bros.. New York jewelry concern at 
58 W. 40th St. at noon Oct. 23. 

The thug and an accomplice stopped 
Mr. Heyman as he was about to enter 
the offices of a prominent Philadelphia 
jewelry store located in the arcade of the 
Widener building, and threatening him 


188 


with a gun, told hita to stand still. Joby 
McCabe, a vault guard, saw what was 
happening and struck the bandit. The 
scuffle attracted the police and Patrolman 
Frank Hagon arrived on the scene and 
shot the thug just above the heart. Death 
was immediate, and the body was taken 
to the Hahnemann Hospital where the 
bandit was identified as Joseph Pitio, 3 
years old, said to be a member of the 
notorious “Frog Hollow Gang” of New 
York. His accomplice fled when the 
shooting began. 


Automobile Wreck Reveals 
Hidden Watches 


GLENS FA.tis, N. Y., Nov. 1.—A fatal 
automobile accident on the New York- 
Montreal highway here recently which 
caused the serious injury of a New York 
manufacturing jeweler and the death of 
his salesman, disclosed secret compart- 
ments in the wrecked car containing 2500 
Swiss watches, it is alleged. Customs of- 
ficials are investigating and the manv- 
facturer is said to have admitted that he 
and the salesman had been to Montreal, 
although the inspectors at the border 
have no records that the two men crossed 
the boundary. 

Maxwell S. Mattuck, attorney for the 
American Watch Importers Association, 
told a JEWELERS’ CIRCULAR representative 
that the assoc:ation would cooperate with 
the customs officials in their investigation 
of the affair, the primary aim being to 
discover if a ring of smugglers is operat- 
ing on the Canadian Border. 


New York Manufacturer Held 
Up and Robbed 


William Segman, partner of the firm 
of Segman & Abrahams, manufacturing 
jewelers at 102 Fulton St., New York, 
was taking merchandise from the safe to 
prepare for the day’s business on the 
morning of Oct. 23, when he felt cold 
steel pressed against the back of his neck 
accompanied by the command, “Put up 
your hands and keep still.” The unseen 
bandit bound and gagged him, and then 
rifled the safe taking merchandise at a 
total value of a little over $90,(00. 

Miss Jennie Israel, bookkeeper for the 
firm, on reaching the building, heard the 
jeweler’s cries for help, when he finally 
removed the gag, and accompanied by the 
elevator operator and a jeweler on the 
same floor, entered through the office door 
for which she had a key. The police 
were called and unbound the jeweler. 

Miss Israel found both doors locked 
when she arrived, and the police later 
discovered the keys on the stairs when 
they searched the building. They had 
been put away in the safe by Mr. Seg- 
man. 

The loot consisted of diamond mounted 
jewelry, loose mountings; loose diamonds, 
gold and platinum findings and clippings, 
and was the firm’s entire stock. 

The loss was entirely covered by in- 
surance. 
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Jewelry Trade Finergency 
Employment 


The jewelry trade is to be included in 
the organization of the Emergency Em- 
ployment Committee, which is pushing a 
$6,000,000 campaign to provide jobs for 
unemployment relief in New York, it was 
announced Nov. 7. Seward Prosser, 
chairman of the board of the Bankers 
Trust Co. and chairman of the committee, 
stated that Witherbee Black of Black 
Starr & Frost-Gorham, Inc., New York, 
has consented to serve as chairman of the 
jewelry group. 

Two million days employment, at wages 
of $3 a day, for unemployed heads of 
families in New York during the winter 
months constitutes the committee’s relief 
program. Wages will be _ disbursed 
through the principal family welfare 
agencies in the five boroughs. 

Funds will be sought from individuals, 
from corporations, and in smaller gifts 
from employes who will authorize the 
treasurers of their companies to deduct a 
certain amount, approximately one-half a 
day’s salary a month, from their pay as 
their contributions. 

At least 2200 men and women have 
been assigned to jobs paying sufficient 
wages to allow them to maintain their 
families and to regain their independence. 

Mr. Black will be assisted by a large 
committee representing organizations in 
the jewelry trade. 


Beefsteak Dinner of Boston 
Jewelers’ Club 


Boston, Nov. 1.—The Boston Jewelers’ 
Club gave a beefsteak dinner again this 
fall in the Swiss room of the Copley Plaza 
Hotel on Oct. 22. This is not a regularly 
scheduled feature of the club’s activities, 
but is usually put on every other year. 

More than a hundred men were in at- 
tendance for the affair, which is exclu- 
sively for club members, no outside 
guests ever being invited for this stag 
party of the Boston organization. Presi- 
dent W. L. Stone presided over the meet- 
ing, but no regularly scheduled speakers 
were included in the dinner program. 

Following the dinner a regular cabaret 
entertainment was provided for the eve- 
ning. 


Bandits Hold Up Cleveland 
Jeweler 


CLEVELAND, OHIO, Nov. 1.—Two holdup 
men bound, gagged and robbed Benjamin 
Spiegel, retail jeweler, early on the morn- 
ing of Oct. 29 at his store, 11708 Buckeye 
Road. 

The first robber appeared shortly after 
Spiegel opened for business and asked to 
see some of the best watches, causing 
the jeweler to open the safe. The second 
man then appeared and demanded a 
watch he claimed that was left for re- 
pairs. Spiegel denied he had ever seen 
him before, whereupon the two produced 


THE JEWELERS’ CIRCULAR 
for December, 1930 


revolvers and hustled him into the back 
room where they bound and gagged him. 
During the half hour he lay helpless the 
crooks leisurely rifled the showcases and 
safe. They also obtained $40 from the 
cash register and took the personal 
jewelry from their victim. On two occa- 
sions women customers came into the 
store and were told to come back. 


Armed Crooks Foiled 


Detroit, Nov. 1.—T wo bandits armed 
with pistols entered the jewelry store of 
Nelson Rollo, 5610 Hamilton Ave., on 
the morning of Oct. 24. Rollo refused 
to be intimidated and a battle followed. 
He attempted to wrest the pistol from the 
hands of one of the men when the other 
struck him on the head, inflicting a scalp 
wound. 

Both bandits then fled without obtain- 
ing either money or jewelry. 

Rollo was so badly hurt that he was 
taken to the receiving hospital. 


Classes in Jewelry Making in 
the New York Public Schools 


At the Central Commercial Continua- 
tion School at 42nd St. and Third Ave., 
New York, is being conducted a class in 
jewelry making which takes in all the 
important phases of the industry. The 
course covers jewelry design, stone set- 
ting, engraving and general jewelry man- 
ufacture. Albert A. Verber, the instruc- 
tor, was for many years engaged as a 
craftsman in the trade, having been for- 
merly in the empioy of the late Julius 
Wodiska. The class is sponsored by the 
Jewelry Crafts Association, which as- 
sumed the responsibility of completely 
equipping the shop and pays all material 
expenses, etc. 

The class was begun so that boys ap- 
prenticed to jewelry concerns may widen 
their knowledge of the trade in general, 
learning the various steps in jewelry 
manufacture, from designing to rendering 
the designs in metal. The only require- 
ments for entrance are that the student 
must be under 17 years of age and has 
or has had in the past a position in some 
capacity in the jewelry trade. Unemployed 
students are frequently placed through 
the employment bureau of the Crafts 
Association. 

Classes are held from 8 a. m. to 2 p. m. 
daily, and the boys may come and spend 
all of this time if they are so able, but 
four hours weekly for one year’s time 
is required for the earning of a certifi- 
cate, provided the student has arrived at 
his 17th birthday. Students may come 
at any time during the year. 

The New York Evening Industrial 
School conducts evening classes in the 
same building for adults employed in the 
trade. Classes meet Monday through to 
Thursday evenings from 7.30 to 9.30. 
All classes are held free of charge. 
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W. D. Kenyon Chosen Presi- 
dent of Jewelers’ Protective 
Association 


ProvipDENCE, R. I., Nov. 1.—Wallace D. 
Kenyon, of The Webster Co., Attleboro, 
was elected president of the Jewelers’ 
Protective Association at the annual meet- 
ing of the corporation held at the rooms 
of the New England Manufacturing 
Jewelers’ and Silversmiths’ Association 
in the Biltmore Hotel, this city, on the 
afternoon of Oct. 23. 

Other officers chosen were as follows: 
Vice-president, Fred W. Schwinn of At- 
tleboro; secretary, Woodward Booth of 
Providence; treasurer, Alfred B. Lemon, 
of the E. L. Logee Co., Providence. These 
officers, together with Walter E. Ensign 
and William E. Sweeney, will constitute 
the executive committee for the coming 
year. 


Buffalo Jeweler on the Air 


BuFFALo, N. Y., Nov. 3.—Harry C. Mc- 
Cormack, vice-president of T. C. Tanke, 
Inc., 557 Main St., spoke last night on the 
romance and story of diamonds over sta- 
tion WKBW between 6 and 6.30 p. m. 
Mr. McCormack has given his address 
before numerous civic and social organ- 
izations, eliciting sincere interest and ap- 
preciation. 

He gave the talk for the first time on 
May 2, 1930, before the Warsaw Ki- 
wanis, also addressing the Fredonia-Dun- 
kirk Kiwanis Club on Aug. 26. On Sept. 
26 he spoke at the Shrine Luncheon in 
Buffalo, and on Oct. 22 at the Hamburg 
Chamber of Commerce. Tonight Mr. Mc- 
Cormack will address the Quota Club of 
Buffalo. 

In connection with the radio program, 
the Buffalo Courier Express published a 
full page of pictures illustrating some of 
the highlights in the production of dia- 
monds. Photographs of noted stones such 
as the Cullinan were shown and also 
some of pictures of the Russian crown 
jewels. The broadcast was arranged with 
the cooperation of the National Jewelers 
Publicity Association which will be glad 
to help other jewelers. 
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Rings You Will Be Proud to Sell 
ALL PROFIT 


NO STOCK TO CARRY 
Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 
Green or White Gold 
Same Price 


Order on five days’ memo. 
$25.00 when you have a sale in 
No. 6517 sight. Orders filled same 





Diamonds day received. 
$35.00 All emblems and initials 


$29.50 list encrusted on ruby and 

No. 6183 onyx on hand at all times 
—. in every finger size. 

Retail $1500 Display. Emblem Cards for 

This <Q Reg. Trade Mark your window in original col- 
@uarantces you g¢couine diamonds. ors free upon request 





OLD RINGS MADE NEW 


We repair and rebuild any ring, also en- 
crust any initial or emblem on any stone, 
or furnish new stones in all sizes and shapes. 


Prices Reasonable. Prompt Service. Try Us. 





6746—$21.00 List 
HEAVY SHANK 


Genuine one piece, three color, double 
head cameo. Belais white gold (also 
in green gold) 6746—$21.00 List. 
Next size larger stone, $2.00 additional 


BUFFALO JEWELRY CO. 
“The Mail Order Housetothe Jewelry Trade” 
501 Washington St. Buffalo, N. Y. 





Exact Size 








Special Order Work 
and Repairing 


Every facility for the Pro- 
duction of Special Order Work, 
and fine Jewelry Repairing in 
all its branches. 


We solicit your next consignment. 


WAGNER MFG. CO. 


Established 1919 
114 Fulton St. New York 


























IMPORTED 
Marcasite Jewelry 


Largest assortment of original imported 
MARCASITE rings, necklaces, bracelets, 
earrings, etc., sterling silver, set with semi- 
precious stones in the newest Fall colors. 
Well rated firms, write for a memorandum 
selection. 


MAISON BEHAR 


303 5th Ave., New York 




















wen ne 


GENUINE BOHEMIAN 
| GARNET JEWELRY | 





Necklaces Brooches Bracelets 
Earrings Finger-rings Scarf-pins 
and Beads 











HENRY KLAAS CO. 


58 E. Washington St. 
| Chicago, Ill. 




















SOMETHING DIFFERENT? 4 


GENUINE ELK TEETH 


Every size. Natural color on end, or white. 
A large stock. A variety on selection. 
Wholesale to jewelers. Fine cut gems. Moss 
agate from Montana mounted in gold, cut 
and uncut. Choice stock. Uncut gem stones 
by ounce. Every piece of goods fine grade. 
$30,000 stock. 

Buckskin bead work from 16,000 Sioux. 
Some of all they make. All the ancient 
stone work of the U. S. Every sort found. 
Warranted genuine. 47th year. 


 L.W. STILWELL 


DEADWOOD, Ss. DAKOTA 
























—_JIe 


r= THE WASHBURN 
J MAGIC NUT 


Automatic Sine for Ear Studs, Scarf Pins, 


etc. 


Platinum—18k White 
18k — 14k —- 10k 


— 14k R. P. — Sterling 
a PEARL DRILLING, STRINGING 
and Adjusting a Specialty 
—— Repairing and Special Order Work 
for Broo, Send for Descriptive Circular 


kt. 
white, { 8 kt., 
14 kt., Large 


C. IRVING WASHBURN 
and Small 108 FULTON ST., 


NEW YORK 








GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO 























SAMUEL STERN 


71 Nassau St., New York 
"Phone Cortland 4346 





Peet C8 J A. 
: “Changeable Ring’ 








Manufactures 
Only ring that will mount) siry—s 


Fine Platinum . 
round stones to appear square. pectal Order Work. Patented U. i 





























Look Out for Them 


FarIBAULT, MINN., Nov. 1.—T wo ne- 
gros are working a sneak thief game on 
jewelers in this vicinity, reports M. C. 
Mever, jeweler at 223 Central Ave., Fari- 
bault. a 

Pretending to be local laborers, they 
call on the jewelers and ask to see dia- 
mond rings. The negro victimizing Mr. 
Meyer picked one out and left a deposit 
of $4, saying that he would return. Upon 
checking his stock, the jeweler found a 
$20 ring missing. The thief was described 
as being about six feet tall and wore 
overalls. He spoke without dialect, Mr. 
Meyer said. 


Woman Jeweler Outwits 
Bandits 


CINCINNATI, Nov. 5.—Diamonds to the 
value of $2,000 and $15 in cash were 
taken by robbers in a daring daylight 
hold-up in the office of Danbury & 
Schroeder, two women who conduct a 
diamond and jewelry enterprise, Cham- 
ber of Commerce building, 4th and Race 
Sts. 

Mrs. Danbury was alone at the time 
two robbers entered the office Wednesday 
noon. She was ordered to hold up her 
hands and then told to open the safe. 

When the woman was a little slow in 
moving one of the intruders picked her 
up and carried her to the safe. Instead 
of opening it she threw the combination 
knob around which locked it. 

Angered by this move one of the rob- 
bers hit her over the head with a stone 
paper weight which rendered her un- 
conscious. ‘The men carried her to a 
wash room and locked the door after 
which they ransacked the place. 

When she recovered the woman rang 
an alarm bell which notified the American 
Telephone Company’s office. Detectives 
were rushed to the office but the intruders 
had made a safe departure. 





Bandits Hold Up Los Angeles 
and Suburban Jewelers 


Los ANGELES, Nov. 5.—Police are 
spreading a network to apprehend if pos- 
sible members of a gang of gem robbers 
who are operating in Los Angeles and 
vicinity. In the last 10 days, more than 
$60,000 worth of jewels and other articles 
of jewelry have been reported stolen 
from Los Angeles merchants. The last 
one reported, that of Otto L. Wuerker, 
219 W. 7th St., last Friday evening netted 
the bandits about $25,000, which loss is 
covered by insurance. This amount rep- 
resents the appraisal of insurance experts 
who, yesterday, concluded their inventory. 

Earlier in the week, two motor ban- 
dits, crowded to a stop the automobile of 
Mark Zimmerman, diamond broker in the 
Loew State building, while the gem deal- 
er was on his way in the early evening 
to deliver some diamonds to a wealthy 
Pasadena woman. ‘They secured $15,000 
worth of jewels. 

Next in size to that of Zimmerman’s 
robbery, was one at the De Caro Jewelry 
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Co., 522% South Broadway, where $12,- 
500 in loot was taken. Here the same 
tactics were resorted to as used at Wuer- 
ker’s store hold-up. 

The next day after the Zimmerman 
robbery, an attempt was made to hold 
up the exclusive Biltmore Hotel jewelry 
store but the bandit was scared away. 

E. B. Kizer, jeweler at Highland Park, 
was held up the same day as the last rob- 
bery but only got a few articles. Mr. 
Kizer was robbed three years ago and 
the thief is now doing time at San Quen- 
tin. 

C. W. Waldrio, Covina, a suburban 
town, was robbed of two diamond rings 
valued at $1,000, after the bandits had 
bound both him and his wife. 

Other jewel robberies reported to the 
police within the last 10 days include 
Christian K. Nelson, Beverly Boulevard, 
$3,000, entrance being effected by jimmy- 
ing through the front door. Joseph Monte- 
leone, Olympic Boulevard, $1,000, en- 
trance was gained through a window. 





Salt Lake Jewelers Organize 


SaLT Lake City, Nov. 1.—The retail 
jewelers of this city who have been work- 
ing together to obtain a proper auction 
ordinance have finally formed a local as- 
sociation with W. T. Denn, as president 
and Max Siegel of the Siegel Jewelry Co., 
as secretary-treasurer. 

A meeting will be held this month to 
adopt a constitution and regular meetings 
thereafter are to be scheduled. The mem- 
bership includes practically every jeweler 
in Salt Lake and all are enthusiastic 
about the association and its program of 
work. 


Gems Exempted from Tariff 
Provision Covering Marking 
of Merchandise 


WasHINGTON, D. C., Nov. 1.—Precious 
stones, imitation and synthetics as well as 
certain jewelry will not have to conform 
to Section 30+ of the Tariff Act of 1930 
providing for the marking of imported 
articles with the name of the country of 
origin. This has been definitely settled by 
a report of the Appraiser of Merchandise 
at New York relative to the marking of 
such articles, which has now been ap- 
proved by the Customs Bureau of the 
Treasury Department in a letter sent out 
by Frank Dow, Acting Commissioner of 
Customs. 

Last July, the American Jewelers Pro- 
tective Association through its president, 
Meyer D. Rothschild, took the subject up 
with the Commissioner of Customs, ex- 
plaining it was obviously impracticable to 
mark precious or imitation stones or 
pearls with the country of origin and the 
marking of the envelope or package in 
which such goods are imported would 
have little permanent value as these goods 
are immediately repacked in new clean 
papers upon receipt by the importer. In 
view of the actual conditions, the associa- 
tion respectively requested the Secretary 
of the Treasury in his regulations to 
specifically exempt such gems and imita- 
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tions from the provision of Section 304. 

Later the Collector of Customs submit- 
ted to the Treasury Department the 
report of the Appraiser of Merchandise 
at New York in regard to such gems in 
which the contention of the American 
Jewelers Protective Association was 
thoroughly sustained. The report showed 
that the marking of these articles was not 
considered necessary by that office but the 
outer package (box, carton, wrapper) 
must be properly marked with the coun- 
try of origin. 

“Wherever practicable, jewelry is re- 
quired to be permanently marked with the 
country of origin. In many instances, the 
character of the imported article makes 
such marking impossible, and in that 
case, a tag is required to be attached to 
the article of jewelry showing the coun- 
try of origin.” 

Acting Commissioner Dow’s ruling sus- 
tains this interpretation and the Collectors 
are to be governed accordingly. 





Annual Corporation Meeting of 
New England Manufacturing 
Jewelers’ and Silversmiths’ 
Association 


PROVIDENCE, R. I., Nov. 1— The annual 
corporation meeting of the New England 
Manufacturing Jewelers’ and_ Silver- 
smiths’ Association was held at Turks 
Head Club here on Oct. 23. John Hall, 
research expert of the merchandising re- 
search division of the Bureau of Foreign 
and Domestic Commerce, was the prin- 
cipal speaker. 

Mr. Hall, who has been working for 
several months on an analysis of the 
replies to questionnaires sent out last 
spring to manufacturing jewelers of New 
England to seek out the selling and dis- 
tribution evils confronting the industry. 

Dinner was served at 6.30 o’clock with 
Stephen H. Garner, president of the as- 
sociation, presiding. At the conclusion of 
the dinner a brief business meeting was 
held at which reports were presented and 
officers elected. 

Harvey E. Clap, chairman of the nom- 
inating committee, read the committee’s 
report and the secretary was authorized 
to cast the association’s ballot for the fol- 
lowing nominees: Vice-Presidents, Fred- 
erick A. Ballou, Jr.; Harold E. Sweet and 
Charles A. Whiting; Secretary, Julian 
Solin; Treasurer, J. Stafford Allen; 
Directors for three years, Frank E. Farn- 
ham, Joseph H. Lancor, Donald LeStage, 
William J. Morse, George F. Sawyer, 
Herbert K. Sturdy, Jr., James A. Toney 
and Dean Thresher. 

Wallace D. Kenyon, chairman of the 
tariff committee together with Woodward 
Booth, manager of the association, de- 
scribed the efforts put forth by that com- 
mittee to secure a favorable tariff for the 
industry. James A. Toney, chairman of 
the committee on the distribution and re- 
search survey, spoke briefly on the work 
that had been done in connection with 
the survey that has been conducted with 
the cooperation of the United States De- 
partment of Commerce. 
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—_— Q Firm with Special Knowledge 
MATERIAL and Experience in Jewelry 
CYMA Crecounting 


Watches || ZEISS » NORMAN 


A SPECIALTY 
Accountants and Auditors 


5 East 44th St., New York 


SLADE, TENNEY & WEADLEY Vanderbilt 5890 
27 EAST MONROE ST., CHICAGO George J. Zeiss, C.P.A. James V. Norman 








Everything Jewelers Need 
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Wholesale Jewelers 





























“a WEDDING RING: ae VICRAE AND SHAW 


A beautiful combination of the single 

row diamond — cing with ne J rik 

and more colorful calibre bands. f hi rie 

simple, revolving construction—instantly f Dis 7.0 OF On BOO}. 8 De ee.) 


adjustable for numerous occasions. Pat. 
U. 8. A. 
7.4 01 Oe) «2 On U.S Ou 0D 6.1 08 02 00. is wv 


— a rs 
Overlays Baguette-Like 

Old gold wedding rings, cov- ss 4 The only ring that mounts 

ered with the Klass & Com- Wi » any size and number of 

pany platinum or 18 K. ad > ind Rg my SQUARE. 

ot taba Page Prk ye Rie pee elgg ad in a Write For Our Profit Sharing Booklet 
ceceived with inside engray- at the price of a — 

in and stamping unde- wedding band. Pat. U. 


_ KLASS & CO. 


Plati M ings, Weddi Ri d Special Orders. 
Se tttttNM,_, 1 168 N. MICHIGAN BLVD., Room 600 CHICAGO, ILL. 
49 MAIDEN LANE Tel. John 5892 NEW: YORK 
¥ER ER 




















We Can Raise For You ON “we 


=m Bre ens nN 
| BOPMAB) igacenzce ROOMS 
$5,000 to $10,000] | 1 REREEeRm | roows 
A WEEK right now accord- oer FURNISHED 
ing to size of stock. For full | 4 


particulars write or wire 




















B. WOLFF & CO. 


Dep dahl, Amecti 


156 E. 42nd St., N. Y. 700 ROOMS H ote West of Broadway 











WITH BATH AND TUT 


Tel. Ashland 5298 CIRCULATING 
see | Home of the Paramount Grill 
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The new JEWELERS’ CIRCULAR is a publication 
for today and tomorrow .. . the only period in 
ON THE which a profit can be made. 


seminal While it borrows nothing from tradition, it does 
Ponte find in the accumulated experience of 62 years 
the Beach the strength to meet changing conditions with 
Atlantic City the inherited ability to give the largest possible 
N.J. measure of service demanded of it. 


eines The new JEWELERS’ CIRCULAR gives direction 
HILLMAN with directness, for it presents its message by 
Eee a Management the liberal use of illustration and color, and by 


ous in appointments and con- the use of brief, definite text for the busy 
venient to all piers and amuse- ieweler 
ments. Garage Attached J : 


~-— 
meoesemeeae 















































Bandit Slain by Police 


Sr. Louis, Mo., Nov. 5.—Walking into 
a trap set by police recently in the store 
of Eugene W. Kiefer, 5204 Gravois Ave., 
St. Louis, a “two gun” bandit who had 
victimized the jewelers of the South Side 
for several weeks, was shot and killed 
by two detectives disguised as watch- 
makers. 

The thug was identified as having held 
up at least 10 jewelry stores within the 
past three months, taking total loot of 
$13,286. About $5,000 has been recov- 
ered. 


Gunmen Get $135,000 in Gems 
From New York Jeweler 


One of the cleverest hold-ups in the an- 
nals of crookdom was perpetrated by 
two bandits, one masquerading as a Pos- 
tal Telegraph messenger, who early the 
morning of Oct. 28, robbed the jewelry 
store of M. Rosenthal & Sons, Inc., 1637 
Broadway, New York, of its entire stock 
of diamond jewelry valued at $135,000. 
The crooks were in the store for one hour 
and fifteen minutes and during that time 
trussed up three employees and picketed 
a fourth with a wire about his ankle so 
that they could control his movements. 

Charles F. Lewis, colored porter, ar- 
rived first at the store opening the doors 
at 7.15. Half an hour later a man 
dressed in the uniform of a Postal Tele- 
graph messenger came with a telegram in 
his hand and rattled the door knob. Lewis 
opened the door just enough to receive 
the envelope and in returning the re- 
ceipt a revolver was thrust in the pit of 
his stomach. 

“Back in and don't make a sound,” was 
the curt command, and Lewis obeyed with 
alacrity. The bandit, once inside, ex- 
plained that no one would be hurt if his 
orders were followed out, and a moment 
later another thug appeared dressed in a 
business suit. The “messenger” ordered 
the new arrival to tie picture wire around 
Lewis’ ankle, and after this was done, 
both thugs hid, the ‘messenger’ holding 
the end of the wire. 

At 8.50 the watchmaker, George Wood, 
arrived. He was admitted and the thugs 
bound and placed him in the corner be- 
hind a show case. At 8.55 Charles F. 
Hayes, a salesman, came. He was dealt 
with in the same manner. ° 

Although Lewis himself always opened 
the safe in the morning, he told the thugs 
that Julius Fox, the manager, was the 
only one knowing the combination. He 
did this because he knew that Fox would 
be the last to arrive at the store and 
hoped thus to gain time. 

Mr. Fox came at 9 o'clock sharp. The 
thugs ordered him to the back of the store 
and told him to open the safe. Although 
actually knowing it, Fox told the gunmen 
that he was unaware of the combination. 
The crooks insisted and told him not to 
“stall.” The manager slowely opened 
the Holmes cabinet doors and toyed for a 
while with the combination dial, protest- 
ing that he did not know how to open 
the safe. 

Lewis here interrupted the proceedings, 
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telling the bandits that they had prob- 
ably frightened the combination out of 
Fox’s head, and suggested that he call 
up Mr. Rosenthal, the owner, and ask 
him what it was. Lewis explained af- 
terwards that he did this, hoping that his 
employer would become suspicious at this 
request, as the jeweler knew that the 
porter opened the safe every morning. 
With a gun pressed against his side, 
Lewis called up Rosenthal, and the owner 
of the store unsuspectingly gave it to 
him. Then the bandits forced Lewis to 
open the safe. After filling a bag with 
its contents they fled. 

Mr. Rosenthal told a JEWELERS’ CirR- 
CULAR reporter that the loss was com- 
pletely covered by insurance. 


Death of John J. Roche 


GREENWICH, CONN., Nov. 1.—John J. 
Roche, retired New York jewelry broker 
died here at his home, 71 Sound View 
Drive, Greenwich, Oct. 28. Death came 
after an illness of several weeks. He 
was 73 years old. Funeral services were 
held from St. Patrick’s Cathedral, 50th 
St. & Fifth Ave., New York, Oct. 31. 

Mr. Roche was born in Hartford, 
Conn., Sept. 10, 1857. He came to New 
York in the early 90's, making the office 
of Ludwig Nissen & Co., formerly at 182 
Broadway, his headquarters for a free 
lance brokerage business. For 40 years 
he continued as a jewelry broker. He 
retired from active business in 1922. He 
is survived by his widow. 








New York Retailers Decide on 
Appraisal Question 


As the result of a conference held in 
the offices of the secretary of American 
National Retail Jewelers Association, 22 
W. 48th St.. New York, the Executive 
Board of the Retail Jewelers Associations 
of New York, in its meeting Nov. 7, 
decided to take no further action in 
regard to a proposed bill aimed to control 
unfair and competitive appraisals. At 
this conference the Standing Appraisals 
committee of the Board discussed the 
matter with several prominent members 
of the trade and it was decided that the 
cooperation of the jewelers themselves 
was the best remedy for the evil. 

It was recommended by Chairman 
Landau at the Board meeting after the 
report of the conference had been read 
by Phineas Peters, secretary, that a letter 
be sent to the offending jeweler in the 
event of an unfair appraisal, calling his 
attention to the offence. It was also sug- 
gested that a letter be mailed to the cus- 
tomer to whom the merchandise had been 
“knocked,” pointing out that the jeweler 
from whom he had made his purchase 
had given him full value for his money 
and that the appraisal obtained later was 
unfair. Such a letter, it was remarked, 
carrying the names of the competitors of 
the jeweler making the sale, would help 
build in the consumer’s mind the de- 
stroyed confidence and serve virtually as 
a deterrent against the “knocking” ap- 
praiser. 

The subject of a price differential be- 
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tween “cash” and “credit” jewelers was 
once more brought up, and Mr. Peters, 
who has been for long the protagonist of 
an effort toward an adjustment of this 
kind, said that the situation demanded 
cooperation from the manufacturers. 





Bigelow, Kennard & Co. Cele- 
brating Centenary Anniversary 


Boston, Mass., Nov. 9.—Bigelow, Ken- 
nard & Co. is celebrating the centenary 
anniversary of its founding, for John 
Bigelow opened the original jewelry store 
in Boston across from the old State House 
just one hundred years ago. The founder 
had been for some years an expert watch 
repairer but this was his initial venture 
into a business fo his own. 

The organization has grown and 
changed enormously since those early 
days but its reputation for worth and 
integrity have not suffered in its meta- 
morphosis from a one-man business to an 
establishment that sometimes employs as 
many as 150 people. 





Death of George Southwick 


George Southwick, retired jewelry 
saleman, for many years a traveling rep- 
resentative covering the Middle West 
and Coast territory, collapsed on the plat- 
form of the Interborough Subway term- 
inal in Flushing, N. Y., on Nov. 1, dying 
of heart disease before a physician could 
reach him. He was 72 years old. Fune- 
ral was held from the late home at 42-12 
157th St.; Flushing. 

Mr. Southwick was born in Rondout, 
N. Y., in 1858. He retired from active 
business about a year ago, at which time 
he was representing Walter E. Hayward 
& Co., of Attleboro, Mass. 

Deceased is survived by his widow and 
a son, Frank B. Southwick. 


Death of William Peer 


William Peer, 868 E. 24th St., Brook- 
lyn, N. Y., for many years a traveling 
representative in the jewelry trade, died 
Oct. 23 as the result of an operation for 
hernia. Funeral was held from the Fair- 
child Funeral Parlors followed by a 
Requiem Mass at the Church of Our Lady 
of Christians. The remains were 
cremated. Mr. Peer suffered the loss of 
his wife eight weeks prior to his demise. 

Deceased is survived by seven chil- 
dren, five sons and two daughters. 








Platinum Market 


Platinum prices as of Nov. 10, were 
officially quoted as: 


MNEs bpdbqhuudcs cubed eddnaciduataaeeacs $36 
Containing 5 per cent iridium.......... ae 
Containing 10 per cent iridium.......... 52 
NS Le wuln'uscducde wads nd venwenswacu 190 
PO ii cacdi a waderesicyuamnnseeand 22 





Prices of Silver Bars 
U.S 


Government New 
London Assay Sell- York 


Date Official ing Price Official 
Cet Bea cciccc ante 1634 38% 36 
a | ae 165% 38% 35% 
i nee 16% 38% 35% 
GS ale ck wedines 16% 38% 36% 
i ee ee 1633 383% 36 
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TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND’ SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills in mountings. 
New mirrors and steel fittings in Toilet Sets. 
Fans Repaired. 

Write for Estimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia 








High-Grade—Hand-Made 


FINE FEATHER FLOWERS 


A Beautiful and Profitable SIDE LINE 
for Holiday Demand 
DE WITT SISTERS 


Feather Flowers Exclusively 


BATTLE CREEK, MICH. 


Immediate 
Shipment 











Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 


A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. 





The 


Protection Ring Guard 


A practical device. Holds ring se- 
cure and comfortable on finger. 
Made in all colors. 14K _ gold. 
l doz. assorted on a card. 


Pat. Feb. 20, 1917 


Pat. May 25, 1920 The Lion Safety Pin Clutch Co. pax. Feb. 20, 


Method Patented 20 West 22nd St., New York < 








May 7, 1929 Pat. No. 








DISTRIBUTORS OF 
Ladies Baguette Watches 
Gents Strap Watehes 
Baguette Movements 


TRAIGHT BAGUETTE MOVEMENTS 
Spay BOUDOIR AND DESK CLOCKS 
CLEBAR WATCH COMPANY, INC. 
512 Fifth Avenue Penn. 1511 New York, N. Y. 








HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and collet 
to vibrate Flat or Breguet hairsprings, Swiss and 
American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 


¢ 


oungiote line of Rebuilt ELGIN, be and 
me merican standard make watches in new 
SamSten eee —oware ie in 213. R. RB. 
watches in original cases, at very low p Price list 
upon request. 

PLONSKY & GREENBERG 


76 Bowery Tel. Dry Dock 7568 New York City 




















Established 1845 


10K Solder for 14K Gold 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 


44 GOLD STREET NEW YORK 











ELGIN and WALTHAM 


REBUILT WATCHES 
BRAND NEW CASES WATCHES GUARANTEED 


Descriptive Circular No. 5 with Prices mailed on Request 
Special Prices to Quantity Buyers 


Berk Merchandise Co., 152 West 42nd St., New York 




















JULE TITE 


A Better Jewelers Cement 


etter, more selentifie jewelers cement that does the Job cleaner and 
. effectively. sr te beat for watch ecrystals—cracked stones— 
costume jewelry—as a uer—or for stone cementing. Send only 50c. 
| for your bottle of TULE *TITE, with simple instructions on how to apply. 
3} Sent post paid. You'll be amazed with results. 
A. SAUER & CO., Glenn Bldg, 5th and Race St. 
Cincinnati, Ohio 


Non-Tarnishing Flannel 


BAGS and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS. 











SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Quick Mail Service 
New York, N. Y. 


Watch Repairs and Materials :: 
93-95 Nassau St. 








(7 


. Hoke- Phoenix 


Makes your white gold Jewelry look 
like platinum. Easy to buy—Easy 
to apply—Easy to pay for. 

Ask for free folder Y 





Jewelers Technical Advice Co. 
| i i Albany St. New York OTe 

















The JEWELERS’ CIRCULAR is now 


being published monthly with sub- 


scription rates at $2.00 per year. 


Old subscribers have had their sub- 
scriptions extended proportionate to 


the change in rates. 



































Announcement has been made that the 
partnership of Lang & Gansberg (former- 
ly at 10 W. 47th St.) has been dissolved. 

Morris Rosenfeld, diamond importer, 
68 Nassau St., returned recently from 
Europe after an extended buying trip. 

The De-Luxe Watch Strap Co. has an- 
nounced its removal from 29 Forsyth St. 
to larger quarters at 155 Canal St. 

Jules Schwob of Adolphe Schwob, Inc., 
48 W. 48th St., left recently on an ex- 
tended trip to the Middle West, calling 
on the wholesale trade in that territory. 

Continental Lemania, Inc., clocks and 
watches, has announced its removal to 
new quarters in Room 1007A, 2 W. 
46th St. 

Aaron Greenbaum, dealer in diamonds, 
pearls and precious stones, announces 
that he is now located in Room 1504 A, 
10 W. 47th St. 


Nathan Shapiro, formerly of Ritt & 
Shapiro, has gone into business for him- 
self and is now located in Room 600, 99 
Nassau St. 

Max Jacobs, formerly with M. Rosen- 
thal & Sons, Inc., 1637 Broadway, has 
opened a retail jewelry store at 48 E. 
41st St., in the Lefcourt Colonial building. 


Members of the Loupe & Tweezer Club 
will hold their monthly meeting Nov. 17. 
Plans for a festive get-together will be 
discussed and all are requested to attend. 


Benj. Samlin, for 20 years connected 
with N. Herman & Son, 271 Grand St., 
and Julius Aaronson have entered into 
a copartnership to carry on a retail 
jewelry establishment at 106 W. 47th St. 

Announcement has been made _ that 
Henry H. Feinstein is now representing 
Seltzer Bros., manufacturing jewelers, 35 
Forsyth St. Mr. Feinstein is covering the 
metropolitan territory. 


Solomon Goldstein, 106 Fulton St., 
formerly of Tarshis & Goldstein, has 
purchased the Pavay Jewelry Co., and is 
specializing in the manufacture of plati- 
num mountings. 


Karlan & Bleicher, Inc., has organized 
a new branch of the concern to be known 
as the Karbly Platinum Finding Co., 
from whom any of the firm’s ring find- 
ings can be secured in platinum. 


Morris Goldstein, of M. & I. Goldstein, 
diamond importers, 48 W. 48th St., re- 
turned on the Europa Oct. 22 after an 
extended purchasing trip to the principal 
European diamond markets. 


George B. Mahler, formerly of Yeblon 
& Mahler, Inc., has announced the open- 
ing of his showroom at 48 W. 48th St., 
where he is displaying an extensive line 
of silverware, clocks and novelties. 

Irving Dinhofer, of the firm of Kahn 
& Dinhofer, diamond importers, 44 W. 
48th St., left Oct. 28 on the America for 
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Jewelry News of the 


N EW YORK: Metropolitan District 


an extended trip to the European dia- 
mond markets. 

The Cyrille Steiner Studios, manufac- 
turers of giftwares, have taken larger 
quarters in 14 W. 40th St. Their old 
address was 15 E. 53rd St., and the 
change was made because of increased 
business. 

Freeman of London, dealer in antique 
English silver and reproductions, has 
opened a new store at 20 E. 57th St. The 
firm retains its quarters at 534 Madison 
Ave., and will carry on a retail business 
at both establishments. 


The following is from a 
circular sent out by 
Frank C. Hutchinson, a 
jeweler at 344 Madison 
Ave., New York: 


“At this time merchants 
throughout the entire coun- 
try are making a drive to 
stimulate business by ap- 
pealing to the public to 
BUY NOW! 

“Getting money into circu- 
lation is the remedy that 
will assure a return of em- 
ployment, prosperity and 
normal happy times. 

“The attractive feature of 
buying now serves a two- 
fold purpose, namely: 


“*The saving you make 
with prices much lower 
than they have been for 
years, and the assist- 
ance you lend to the 
return of prosperity.’ 


| “We urge your earnest co- 
operation!” 
\ 


Announcement has been made that the 
partnership of Katz & Feldstein, formerly 
at 206 Broadway, has been dissolved. 
Morris Katz has purchased the entire as- 
sets of the copartnership and assumed all 
obligations. 

Currier & Roby, silversmiths, 217 E. 
38th St., held an exhibition of reproduc- 
tions of early American silver at the 
Hotel Pennsylvania recently. Many jewel- 
ers attended and found the display very 
interesting. 

The Partnership of Fay & Gochman, 
diamond and caliber setters, formerly at 
87 Nassau St., has been dissolved as of 
Oct. 31, 1930. Jack Fay has announced 
that he will continue in business at the 
same address. 

Mrs. T. Leveridge of A. D. Leveridge, 
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diamond importer, 12 E. 54th St., and 
Vaucresson, France, recently arrived here 
from Europe. She reports business there 
in a similar state as here and that the 
diamond market is quite firm in the face 
of present conditions. 


Phillip Gross, salesman for Gross 
Bros., wholesale jewelers at 95 Nassau 
St., New York, was robbed of stone rings 
and gold filled jewelry valued at $7,500 
when a sample case was stolen from his 
car parked on Amsterdam Ave. between 
78th and 79th Sts., at 12.30 Oct. 28. 


The Traub Mfg. Co., Detroit, Mich., 
has announced with genuine regret the 
resignation of George A. Schultz, vice- 
president and sales manager, effective 
Jan. 1, 1931. Mr. Shultz has made his 
headquarters in New York City for many 
years. He is one of the best known sales- 
men in the jewelry trade. 


The Timeology Fellowship, formerly 
known as the Timelogy Hikers, will con- 
tinue to meet every Saturday afternoon 
for weekly trips during the month of 
December. On Saturday, Dec. 6, the 
group will visit Randall’s Island; Dec. 
13, Inwood Park; Dec. 20, Pelham Bay 
Park; Dec. 27, Tibbetts Brook Park. 


Miss Martha S. Wittnauer, president 
of A. Wittnauer Co., has recently re- 
turned from a trip abroad where she 
visited the Longines, Agassiz and Tou- 
chon factories in Switzerland. She re- 
ports that they are working on full time 
and that conditions for the coming year 
are quite promising. 

The Shaw Jewelry Shop, 574 Fifth 
Ave., has announced to its customers 
that it will donate one per cent of the 
entire gross receipts of the store during 
the months of November and December 
to the authorized organization workers 
for the unemployed, and to the neediest 
cases. 

The free course of popular lectures on 
gems and gem materials being given at 
the Museum of Natural History is near- 
ing its completion. There remain two 
more addresses. Professor Whitlock 
speaks tonight (Nov. 15) on the subject 
of “The Opaque Gem Stones,” and on 
Nov. 22 will describe “The Art of the 
Lapidary.” 

A sneak thief stole four diamond rings 
worth $550 from the jewelry store of 
Jacob Terris, 54-26 Myrtle Ave., Brook- 
lyn, at 1.55 p.m. Oct. 31. A clerk, Jacob 
Silverman, was alone in the store when 
a young man came in and asked to see 
some engagement rings. Silverman gave 
him four rings to look at and turned for 
a moment to attend to another customer 
who had come in. The young man 
grabbed the rings from the counter and 
dashed out of the store. The clerk fol- 
lowed but lost sight of the thief. The 
loss was completely covered by insurance. 
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A part of more than 


500 References 


= Jewelry Co., Mobile, 


Hess & S!ager, 2 sales, Jack- 
sonville, Fla. 


Duhme Bros., Cincinnati... . 

Chas. Cranshaw, Atlanta, Ga. 

H. Silver Co., Seattle, Wash. 

Chas. Ettinger, Cleveland, 
Ohi 


Brown & Co., Chicago, IIl.. 


L. Kamimiski, St. Louis and 
Galveston 


R. Sedel & Son, Pittsburgh, 
Pa. (Est. 75 years) 


Kirkpatrick, Jeweler, 
Joseph, 

Newton, Allan & Casperson, 
Houston, Texas 

A. M. Hill, New Orleans.. 

Shaul & May, Atlanta, Ga.. 

Pairpoint Co., Chicago, IIl.. 

Mermod, Jaccard and King, 
St. Louis, 

Scooler Co., New Orleans.. 

W. A. Gill, St. Louis, Mo.. 

The Emerald Jewelry Co., 
Mobile, Ala. 

Stock & Bickle, Inc., Toron- 
to, Canada 

“a V. Haynes, Atlanta, 


S. H. Ives & Co., Detroit. 
Height & Fairfield, Butte, 
Mont. 
Haltom -—‘ Frreediy, 
Falls, Texas 
Brodegaard Bros. Co., Omaha, 
Nebr. 
Welte & Wieting, Peoria, Ill. 
A. Kurtzaborn & Sons, St. 
Louis. Mo. 
Clark Van Scutter, Jackson, 
Miss. 
Kingsbocker 
Pa. 
& Pottinger, 
Ky. 
Keil & Heettich, Chicago, IIl. 
D. H. McBride & Co., Akron, 
Ohio 
Oscar Heintz, Quincy, Ill... 
Palace Jewelry Co., Little 
Rock, Ark. 


Bros,, 


Louis- 


Goetschell Co., Shreveport, La. 


Hunkins Jewelry Co., Bill- 


ings, Mont. 


George Carhart, Pontiac, Mich. 


Theo. Rugg, Des Moines, Ia. 
Remo Jewelry Co., St. Louis, 
Mo. 


P. L. Lowenthal, Bradford, 
Pa. 
oe & Eroe, New Castle, 


Co 

Ww. H “Muller, Dennison, T2x. 

George Biggs, Pittsburgh, Pa. 

George L. Flaherty, Missoula, 
Mont. 

Pfeiffer Bros., 
Ark. 

Mitchel Greer Co., 
Worth, Texas 

Feagans & Co., Los Angeles, 
Calif. 

Wm. H. Moore, Receiver. 
Los Ange'es, Calif 

Feagans & Co., Los Angeles, 
Calif., Second sale 

Feagans & Co., Los Angeles, 
Calif., Third sale 

A. Renkel, Augusta, Ga.... 

M. Rothchild, Brunswick, Ga. 

Louis Shaul, Augusta, Ga... 

Joe Field, Galveston, Texas. 

Woodward, Smith & Ran- 
dall, Col. 

C. H. Buhre, Topeka, Kan. 

Vankurnes, The Jeweler, Sa- 
vannah, Ga. 

Lessinger, The Jeweler, Hous- 
ton, Texas 

P. M. Younglove, 


G. H. Schlector, Reading, Pa. 
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100,000.00 
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125,000.00 
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200,000.00 
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85,000.00 
100,000.00 
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80,000.00 

70,000.00 

85,000.00 


60,000.00 
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60,000.00 
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86,000.00 
12,000.00 


55,000.00 
26,000.00 
27,500.00 


42,000.00 
47,000.00 


38,000.00 
18,000.00 


22,000.00 
59,000.00 


47,000.00 
18,000.00 
43,000.00 
40,000.00 
21,000.00 
38,000.00 
15,000.00 
30,000.00 
27,000.00 
50,000.00 
26,000.00 
85,000.00 
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12,000.00 
43,000.00 


25,000.00 
26,000.00 
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25,000.00 

















satiate 


What Will the Future Be? 


Writers on financial affairs differ in opinion—some predict 
one thing, some another. 


Our seven months of recent selling for outstanding firms on 
the Pacific Coast proves that we get wonderful results even 
when financial conditions are at a low ebb. 


ote 





Thomas J. Faussett Herman 6. Briggs 


Dominant Leadership 


10 cardinal reasons why we should be considered in your mak- 


ing a choice of Auctioneers. 


Documentary evidence to prove 


every one of them. 


Ist 
2nd 
3rd 
Ath 
oth 
6th 


7th 
8th 


9th 
10th 


Made the largest number of jewelry auction sales ever made 
in the U. 

We have covered more important cities than any other auc- 
tioneers in America. 

We conducted the greatest single sale ever made in the U. S. 
as to receipts. 

We have repeated more successful sales for the same firms in 
the same cities than any other auctioneers— 

Our unequalled descriptions, our knowledge of precious stones, 
our talent to entertain, our rapid salesmanship. 

Our absolute guarantee not only to do the volume of business 
desired but, what is of more vital importance, secure the net 
results. 

Never separate the opportunity from the Auctioneers talent— 
both are essential. 

We are iu a position to either buy or sell you out—come and 
see you without expense or obligation—we have several clients 
who wish to purchase jewelry stores. 

We make all our sales personally, large or small—no substitutes. 
We are in a position to advance money and assist you in every 
possible manner. 

This has been our life’s work. Have over 500 references of 
successful Jewelry auctions amounting to more than Ten Million 


Dollars. 


25 years of one triumph after the other—hundreds of satisfied 
clients in the United States and Canada. 


All Sales Made Personally 


Write or wire today, as we can only serve a limited number of 
clients who wish our services during this the most remarkable 
season in all the year for an auction. 


BRIGGS & FAUSSETT 


607 Congress Bank Bldg., 506 S. Wabash Ave., Chicago, Il. 


Phone Wabash 3366 


Write for Booklet 
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CHICAGO: 


J. W. Sieger, 4802 W. 22nd St., Cicero, 
Ill., recently opened a new store at that 
location. 

Announcement is made of the marriage 
of Emelyn S. Wertheimer of Cincinnati 
to Charles D. Ellbogen. 

B. Leader, of B. Leader & Sons, manu- 
facturing jewelers at 31 N. State St., died 
suddenly on Nov. 3. It is understood the 
business will be continued. 

William Juergens, Jr., of Juergens & 
Andersen Co., returned recently from a 
pleasure trip of two months to Europe 
during which he visited France, Germany 
and Italy. 

With the issuing of the new Blue Book 
announcement is made that the Norris, 
Alister-Ball-Bridges Co. will hereafter be 
known as The Ball Co., but continuing 
the Norris, Alister-Ball Co. and Despres, 
Bridges & Noel Co., Inc. 

Max Pian, diamond broker with offices 
at 29 E. Madison St., reported to the 
police recently that while he was return- 
ing from Milwaukee to Chicago in his 
car he was held up by two bandits who 
took $40,000 worth of diamonds from him. 

Emil Rilk, European representative of 
Albert Lorsch & Co, New York, spent a 
week in Chicago recently visiting the Chi- 
cago manager and western represen- 
tative Louis J. Radt. Together they 
visited the trade here. 

B. J. Hagamann, who recently closed 
out his store at 5454 Wentworth Ave., 
celebrated the formal opening of the 
new store at 6904 Wentworth Ave. This 
new store was recently purchased from 
Mrs. A. R. Sheifer by the B. J. Haga- 
mann & Co., Inc. 

After more than 50 years of active ser- 
vice in the wholesale watch trade, George 
G. Gubbins has retired. About 32 years 
ago he became associated with Eppen- 
stein Bros. who later established the IlIli- 
nois Watch Case Co. and he has been 
continuously with this organization since. 

The International Silver Co. Chicago 
offices and display rooms are now located 
on the 12th floor of the Merchandise 
Mart, having been removed from the 
Kesner Building during the past two 
weeks. Their quarters occupy : about 
20,000 sq. ft., much more than on the two 
floors of the Kesner Building. 

The trade in Chicago has been advised 
that “Bob” Bauer is now associated with 
E. Mathey Tissot & Co., of New York 
and will call on the trade of Chicago and 
Middle West with their line of watches 
in connection with the Ralph W. Briggs 
line of attachments. Mr. Bauer has estab- 
lished headquarters in suite 807 of the 
Pittsfield Building. 

Last month William G. Swartchild, Jr. 
was formerly introduced into the busi- 
ness of Swartchild & Co. Shortly after 
his graduation from college he went with 
his parents for a tour of Europe and im- 
mediately upon their return took up his 
duties in the business which was estab- 
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lished by his grandfather, the late Sam 
Swartchild. 

The alarm sounded by Sam Schmidt, 
jeweler at 1361 Milwaukee Ave., did not 
save him all his merchandise. As Schmidt 
and employes were being herded into 
the back room he stepped on an alarm. 
They were all tied up and one bandit 
guarded while the other gathered up the 
valuable merchandise. When a police 
squad car approached the lookout gave 
the alarm and all escaped with the loot. 

The death of John M. Tuttle, well 
known to a large number in the jewelry 
trade, occurred at his home in Chicago on 
Oct. 22. His association with the trade 
here was with Hyman & Co. and later 


“Have the people still got 
large purchasing power? 

“Yes, even larger than a 
year ago. 

“Then why is business be- 
hind a year ago? 

“Because FEAR has closed 
the mind to reason and the 
pocket-book to trade. 

“When will all _ this 
change? 

“When people recover 
their intestinal fortitude and 
begin to put money in cir- 
culation again. Then pros- 
perity will return in full 
measure.” —E. B. Terhune. 


with Spaulding & Co. His most recent 
connection was as buyer for Miller & 
Payne Co., Lincoln, Neb. For more than 
two years he was not associated with the 
industry. 

The Reed & Barton Corp. has re- 
moved its Chicago office and display 
rooms from the Kesner Building to the 
Merchandise Mart and will be located in 
rooms 1238-9-40. Comprehensive dis- 
plavs of their merchandise as well as of 
the affliated companies, Dominick & Haff 
and McChesney Co. will be made. Stock 
will also be carried to facilitate delivery 
in this territory 

The death of Oliver H. Kitson recently 
was quite a shock to the trade here. Mr. 
Kitson has been associated with Benj. 
Allen & Co. for more than 20 years and 
for the past several years represented 
them in the far West. Apparently in 
gocd health when he retired on the train 
as he was coming from Seattle to Chicago 
he was found dead in his berth about 
noon on Sunday, Oct. 26, and was re- 
moved from the train at Burlmgton, 
Iowa. The cause of his- death was 
pronounced blood clot. He was buried at 
Mishawaka, Ind., where he was born on 
May 22, 1888. 
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Jewelry News Flashes from the 
Great Central West 


After a vacation over the summer 
months the Chicago Jewelers Association 
held its regular monthly luncheon on Oct. 
21 in the Club dining room of the Palmer 
House. The meeting was presided over 
by President Harry Radix. Hon. John 
P. McGoorty, chief justice of the criminal 
court, was the speaker. Judge Mc- 
Goorty discussed the effort being made to 
lessen crime in Chicago and spoke very 
highly of the work done by the Chicago 
Jewelers Association and the splendid 
manner in which their cases have been 
prepared and handled by attorney 
Francis Healy of Goldman, Allshouse & 
Healy. Before adjournment H. Paul 
Juergens, chairman of the social relations 
committee announced that the annual ban- 
quet would be held at the Palmer House 
on the evening of Thursday, Jan. 15. 

The death of Milton Felsenthal, which 
occurred in Springfield, Mo., on Nov. 5, 
was a shock to the trade here. Mr. 
Felsenthal left on Sunday night appar- 
ently enjoying the best of health, and 
stopped in St. Louis. From there he went 
to Springfield, arriving Wednesday morn- 
ing. He was assigned to a room at the 
hotel and was not seen again until noon 
Thursday, when an investigation dis- 
closed the fact that he had died shortly 
after going to his room. Deceased has 
been associated with the watch industry 
for many years and for the past eight 
years with Manheimer Watch Co., and 
prior to that with the Keystone Watch 
Case Co. His widow and one son, 17, a 
freshman at Michigan University, sur- 
vive. David Felsenthal, of the Hart 
Jewelry Co., is a brother. 

The Golden Roosters of Chicago re- 
cently held their regular Fall frolic at the 
Barnyard in the La Salle Hotel and it 
was the largest attendance in the history 
of the organization. Chanticleer R. C. 
Rettig presided in his usual dignified 
manner. The feature of the evening 
program was the incubation of 10 “eggs” 
and when the ceremony was over the fol- 
lowing new cockerels were introduced to 
the nest. Max Cohn, Henry Lederer & 
Bro., Bert J. Miller, R. Wallace & Sons 
Mfg. Co., George Armstrong, General 
Chain Co., Sol G. Cogan, Manheimer 
Watch Co., Mead Montgomery, M. A. 
Mead & Co., Alfred J. Moss, J. J. White 
Mfg. Co., Ernest Porter, Haeflinger 
Jewelry Co., Jere J. Shea, Reed & Bar- 
ton Corp., Hiram White, Spain & Co., 
Pat Woods, Jr., Amerith, Inc. By ac- 
clamation the organization elected to 
honorary membership for life Sol Eppen- 
stein, of the Illinois Watch Case Co., 
who has been a member for many years. 
During the entertainment following the 
initiation the ten boys who were sent to 
Camp Channing last summer at the ex- 
pense of The Golden Roosters were 
presented and helped with several num- 
bers. It was also voted to send another 
10 boys to camp next year. » 
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SAMUEL MARKS 


Who has conducted many of the largest and most 
successful sales in the jewelry industry during the 
past 25 years solicits inquiries from jewelers who 
desire to have a dignified, prestige building auc- 
tion sale. 


Ask for bank and wholesale reference when con- 


sidering an auctioneer. 


SAMUEL MARKS For dates and full information— 


Write or wire. 


Suite 1436 


Ph 35 East Wacker Drive CHICAGO 








MANDELL E. LEWIS 


WORLD’S FAMOUS DIAMOND AND JEWELRY AUCTIONEER 


Highest Type of Auctioneer for Legitimate Jewelers Only 
Record of Service Unparalleled for One Third of a Century 


My long and extensive experience enables me to give the very best service possible 





I Can Raise Money for You—Quickly—Honorably—Successfully 
Any Amount You Need 


$20,000.00 —$40,000.00—$60,000.00—$80,000.00—$ 100,000.00 
Or More 


Reduce Your Stock—or—Close Out Your Business Completely 





NOW IS THE TIME TO BOOK SALES 
Wire or write for date. All correspondence strictly confidential. 


IT WILL PAY YOU TO GET THE BEST 


MANDELL E. LEWIS 


. 241.West 97th Street, New York City 275 East Palmer Ave., Detroit, Mich. 














